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There is not a parallel case 
in the United States to 


THE STARK LEAGUE 
IN INDIANA 


The InpIANAPOLIS STAR, Muncie Srar, 
and Terre Haute Srar are published in the 
‘three best and most progressive Towns in 
Indiana. 


In addition to being supreme in their own 
fields, they circulate in over 1,000 Towns and 
Villages, and in most cases to a greater extent 
than-the local papers. 

More than 1,200 Rural Routes are covered 
by the Star League papers. 

The Three Stars are strictly family news- 
papers, and as such have an important place in 
every home they enter. These facts are all 
easily verified by the man who really wants to 
know the truth about the newspaper situation in 
Indiana. 

If you are interested, write for sample copies 
and rate card. 


The Star League will bring results, 





Eastern Representative, Western Representative, 
Cc. J. BILLSON, JOHN GLASS, 
Tribune Bldg., N. Y. City. Boyce Bldg., Chicago. 
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IF YOU DO IT NOW. 


EWSPAPER men all admit that the Rowell 

Newspaper Directory is the only one~ pub- 

lished that has the confidence of general adver. 
- tisers. 

It may be noted also that it inserts‘no newspaper 
advertisements on any other terms than for cash 
payment, and that it is neither issued nor controlled 
by an advertising agency. 

It gives to every advertisement, that it accepts, a 
place in the body of the book in a position that 
may be designated as “facing reading matter.” 

It permits newspapers to tell a story of their own 
in a “Publisher's Announcement” that is in fact 
“pure reading matter” and nothing else. 

Every displayed advertisement inserted in the 
book entitles the advertiser to a free copy of the 
Directory, which is sold alone for $10.00 cash and 
for no less. 

Finally, it may be noted that the price asked for 
displayed advertisements is $50.00 a page, $30.00 
half page, $20.00 quarter page, while most of the 
so-called advertising agents’ hand books, blue 
books, manuals and what not, taking their pay in 
exchange advertising, and extracting their informa- 
tion mainly from the Rowell Directory, while giving 
a confessedly poorer service, exact a higher price. 
Swaps are always intended to outwit somebody. 

Last of all, it should be plainly understood that 
advertisements from any but first-class papers are 
not desired. Although forms closed February 15 for 
circulation reports, there may still be a chance to 
insert a display advertisement for some States if 
you send the order NOW, 
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A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW York, N. Y., 


VoL. LIV. 


WHAT THE PEOPLE READ 
IN GREAT BRITAIN. 


During the past twenty years the 
taste of the reading public in the 
United Kingdom has fundamental- 
ly altered. 

British daily and weekly news- 
papers had attained a high stand- 
ard of excellence. But they re- 
mained essentially organs of the 
well-to-do classes, marked by di- 
dacticism, aloofness, and a deco- 
rum that was almost frigid. A 
commercial traveler named George 
Newnes recognized the growth of a 
new public not catered to either in 
the daily or the weekly press. So, 
in 1881, he started a weekly penny 
magazine called Tit-Bits. It con- 
sisted of a collection of interesting 
extracts culled from books, maga- 
zines and newspapers, with a 
“dash” of original matter. It was 
light, but clean and not unwhole- 
some, and its success was instan- 
taneous. Tit-Bits was the herald 
of the coming revolution. It soon 
had imitators, and one of these, 
a weekly paper called Answers, 
founded by Alfred C. Harmsworth, 
a young man who had no capital 
but his brains, quickly rivaled Tit- 
Bits in popularity. 

Meanwhile, the daily press in the 
United Kingdom went on in its old 
jog-trot way, giving undue promi- 
nence to politics—stiff, dry, exclu- 
sive. Mr. W. T. Stead, who edited 
the Pall Mall Gazette with cyclonic 
energy in the late eighties, did 
something to humanize the daily 
newspaper. Among other things, 
following the American fashion, 
he introduced the interview—a 
feature hitherto unknown in the 
British press. 

A new note was struck by a one- 
cent evening journal, the Star, es- 
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tablished by Mr. T. P. O’Connor, 
M. P., in London in 1888. The 
Star was fresh and unconventional. 
It had | a keener sense for life and 


more “spice” than its contempo- 
raries. Withal, it had a fine lit- 
erary note. The Star was the fore- 


runner of many very «successful 
One-cent papers in provincial cen- 
tres. Most of these had one qual- 
ity in common—they paid great 
attention to “live’ news and ath- 
letics and very little to partisan 
politics. But it occurred to no- 
body that the time was ripe for an 
application to the morning news- 
papers of the methods that were 
giving to the evening journals 
large circulations. Presently the 
idea came to Alfred Harmsworth. 

Pure chance drew Mr. Harms- 
worth into daily journalism. He 
decided to purchase the Evening 
News, acquiring the property for a 
mere song. The Evening News 
had, as early as 1894, when pur- 
chased by Mr. Harmsworth, a cir- 
culation of over 100,000 copies. 
The splendid results induced Mr. 
Harmsworth to try his fortune 
with a morning one-cent paper, and 
in 1896 the Daily Mail was 
launched at one cent. Its professed 
aim was to supply the whole 
world’s news in epitome. Already 
London possessed a vigorous one- 
cent morning journal in the Morn- 
ing Leader, a zealous party organ. 
Beginning by eschewing party poli- 
tics, the Daily Mail sprang at once 
into a large circulation. 

The effect on the older news- 
papers of a journalism so brilliant, 
audacious and unprincipled was ex- 
traordinary. There were many 
who consoled themselves with the 
thought that the Daily Mail’s suc- 
cess was a mere flash in the pan. 
On the contrary, the Mail and the 





4 


school it has founded have become 
permanent features of British jour- 
nalism. In one respect, however, 
the Daily Mail has conspicuously 
failed. It has no weight whatever 
with public opinion. Its influence 
is in inverse ratio to its circula- 
tion. 

With the exception of the Times, 
there is hardly a British newspa- 
per which devotes as much space 
to editorial opinions as it did ten 
years ago. 

The Times, of course, has a place 
of its own. It is easily the first and 
the greatest of British newspapers. 
Founded as far back as 1788, it has 
been published continuously ever 
since. Its price, threepence (six 
cents) and its character necessarily 
restrict its circulation. To the ex- 
pert in science and medicine and 
law, and to the journalist, the man- 
ufacturer and the merchant, the 
Times is more than ever a neces- 
sary newspaper. Its foreign intel- 
ligence is unapproached by that of 
any other journal in the world. 

Two old Liberal papers, the 
Daily Chronicle and Daily News, 
still preserve the character of po- 
litical organs, though they have 
reduced their price to one cent. 
The Daily Telegraph and Morning 
Post are giving more space 
than ever to politics. The Post 
and the Telegraph are two-cent 
newspapers. Each is an_ excel- 
lent property.. Owned by Lord 
Glenesk, the Morning Post. is the 
organ of fashionable society. The 
Telegraph appeals to a much wider 
constituency and is a great adver- 
tising medium. For the past year 
or two, it has become more of a 
political organ than ever before. 
The Standard, the organ of old- 
fashioned Conservatism, seems to 
have quite lost its way. The for- 
eign intelligence of the Telegraph 
is admirable, but, strangely enough, 
it pays little heed to American 
news, and devotes less attention 
than the Daily Chronicle to colo- 
nial affairs. The Telegraph has a 





great following among lovers of 
music and the drama. 

One day last autumn, London 
was startled by the intelligence 
that the Standard had been bought 
by Mr. C. Arthur Pearson. Versa- 
tile as he is, Mr. Pearson has not 
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succeeded in retrieving the fort- 
unes of the Standard. In addition 
to the Standard, he owns also the 
Evening Standard, a two-cent jour- 
nal, and the Daily Express, a suc- 
cessful one-cent morning daily, 
fashioned on the Daily Mail 
model. 

Of the Liberal journals the fore- 
most is the Daily Chronicle. In 
the beginning of 1904, the Chron- 
tcle reduced its price to one cent, 
at the same time avowing its de- 
termination to preserve all the best 
features of two-cent journalism. 
That aim has been thoroughly real- 
ized. The Chronicle has altered its 
method of dealing with news, but 
ft has not descended to the flippant 
level of some of its contemporaries. 
To-day the Chronicle has a larger 
circulation than any other Liberal 
journal in the country. 

Another old-established paper, 
the Daily News, whose first editor 
was Charles Dickens (1846), and 
which has been an_ unflinching 
champion of Liberalism for half a 
century, also reduced its price last 
year to one cent, with satisfactory 
results from a circulation point of 
view. The Daily News gives spe- 
cial prominence to religious news. 
It ignores horse-racing, which is a 
great popular pastime in England, 
will not publish betting odds, and 
has bound itself by a self-denying 
ordinance not to admit any ad- 
vertisements connected with the 
drink traffic. It is owned by Mr. 
George Cadbury, of cocoa fame, a 
wealthy man of philanthropic in- 
stincts. 

London is the only place in the 
United Kingdom which possesses 
two-cent evening newspapers. One 
of these, the Westminster Ga- 
zette, is the most influential organ 
of the daily press in this country. 
It is Liberal in politics. 

In 1892 the Liberal Pall Mall 
Gazette was purchased by Mr. 
William Waldorf Astor, who in- 
tended running it as a Conserva- 
tive paper. Mr. Astor found it 
easier to buy a newspaper than to 
buy men; and immediately the pa- 
per changed hands the entire lit- 
erary staff severed their connection 
with it. This courageous stand for 
conscience by an entire staff is a 
fine incident in the history of Brit- 
(Continued on page 6.) 
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NEGe U, S. PAT. OFF. 


FOUNDED A. D. 1728 


Most articles for women can be exploited to 
advantage in the Saturpay Eveninc Post. 
But as a reacher of men there is no publication 
that can compare with it. The personality of 
the paper is masculine—no doubt of that. 
(Perhaps that is why so many women like it.) 
It has a man’s brain and a man’s hand and a 
man’s heart. Seven hundred and fifty thousand 
copies go out each week with a message of 
manliness. 


If your advertising message is pitched in the 
same key—that is to say the key of “B natural,” 
it will not lack a hearing. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEW YORK CHICAGO BOSTON BUFFALO 

















ish journalism. After an interval, 
Mr. George Newnes,—now Sir 
George Newnes, Bart., M. P.—pro- 
vided the money for establishing a 
new Liberal evening paper, to be 
conducted by the old Pall Mall 
Gazette staff. The new paper was 
called the Westminster Gazette, 
and in 1893 began its honorable 
and successful career. 

The two-cent newspapers in 
London do not enjoy the popular- 
ity of their one-cent rivals. Some 
of the one-cent journals have enor- 
mous circulations. One secret of 
this is their “discovery” of the 
woman reader and the youthful 
reader. Ten years ago the daily 
newspaper was the luxury of the 
few, now it is the necessity of the 
many. Workmen, schoolboys, 
shopgirls, waitresses, devour their 
halfpenny newspaper on their way 
to their daily duties. 

In the provinces the press has 
undergone a change, though it has 
not been so revolutionary in char- 
acter. Sir Alfred Harmswortt 
and Mr. Pearson have, in the past 
half-dozen years, acquired several 
provincial organs. 

There is no paper conducted with 
more ability than the Manchester 
Guardian, which preserves all the 
finest features of the old journal- 
ism, and, at the same time, keeps 
itself well abreast of the needs of 
the day. It preaches Liberal doc- 
trine with unswerving fidelity. It 
devotes more attention to litera- 
ture, art and music—Manchester 
is celebrated for its music—than 
any other English journal outside 
of London. The Guardian also 
publishes a very successful even- 
ing edition. A near neighbor is 
the Liverpool Daily Post and Mer- 
cury. The Daily Post recently ab- 
sorbed the Liverpool Mercury, and 
is very prosperous. 

The Yorkshire Post, a Conserva- 
tive newspaper published at Leeds, 
is another leading provincial pa- 
per. It is Conservative in politics, 
and is a great power in the North 
of England. 

In Scotland, pride of place be- 
longs to the Scotsman, Edinburgh’s 
great morning paper. Seventy 
years ago, Lord Cockburn de- 


scribed the Scotsman as the “first 
Scotch newspaper which combined 
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independence with intelligence and 
moderation with zeal.” It is one 
of the wealthiest papers in the 
provinces, and has recently entered 
into palatial new offices. Original- 
ly Liberal in its sympathies, the 
Scotsman has been Unionist since 
1886, and is now, to all intents and 
purposes, Conservative, though 
Scotland itself is predominantly 
Liberal. In Glasgow, the Herald 
enjoys great influence. It is one 
of the best commercial organs of 
the kingdom. One of the few pro- 
vincial journals with individuality 
is the Edinburgh Evening News. 

In Wales, notwithstanding the 
fact that the principality is Liberal 
to the core, the chief newspaper is 
a dashing Conservative journal, the 
Western Mail. One of the most 
successful evening newspapers in 
the country is the non-political 
South Wales Echo, published at 
Cardiff. 

In Ireland, Mr. Thomas Sexton 
has helped to restore some of the 
ancient glories of the Freeman’s 
Journal, the great organ of Na- 
tionalist opinion in Ireland. But 
the best all-round Irish newspaper 
‘is the Jrish Times, an exceedingly 
well-conducted Conservative jour- 
nal, which has brought a fortune to 
its chief proprietor, Sir John Ar- 
nott. 

Of British weekly papers, the 
Spectator is king. It stands alone; 
the tide of modern degeneracy has 
ot even touched its feet. In its 
nearly eighty years of life it had 
ups and downs before prosperity 
was reached; its position was 
never more influential than it is 
to-day. Though Liberal in its 
views, it has since the Home Rule 
schism, thrown in its lot with the 
Unionist party. It is the ablest 
champion of free trade in the press. 
It is refreshing to contemplate the 
success of a paper like the Specta- 
tor when one is so often told that 
the public taste is hopelessly vi- 
tiated, and wants nothing more 
than “tabloid” journalism. 

In Great Britain we have noth- 
ing analagous to the American 
Sunday paper. A few years ago 
an effort was made to acclimatize 
the Sunday newspaper in this 
country, but it met with very in- 
different success. The effort did 
(Continued on page 8.) 
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These Papers 
Lead In 
“Store News” 





IN INDIANAPOLIS, MONTREAL, 
WASHINGTON AND BALTIMORE 





q Papers that lead in ‘‘store news”’ are also the 
best mediums for the general advertiser. 

q This is a fact generally recognized, as nine out 
of ten conservative general advertisers in plac- 
ing an appropriation, aim to use the paper in 
each city that is read by women. 

q The paper that is first in the estimation of the 
housewife must be first in the estimation of the 
local advertiser—the man who ison the field and 
who studies and knows conditions—should be 
first in the estimation of the foreign advertiser. 

G The following superior, home, evening news- 
papers lead all contemporaries in the amount 
of ‘‘store news” carried. 

4 Each paper has the largest circulation in the 
homes and is the recognized medium for all 
kinds of advertising. 

4 Ask any local advertiser and prove this. 





The Indianapolis News. 
The Montreal Star. 
The Washington Star. 
The Baltimore News. 


Special Representatives: 





DAN A. CARROLL, W. Y. PERRY, 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGO 
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not fail from any lack of resources. 
It was made simultaneously by the 
proprietors of the Daily Telegraph 
and Daily Mail, both papers com- 
manding unique facilities and well 
supplied with the sinews of war. 
The Sunday Telegraph and the 
Sunday Mail had, however, short 
and inglorious careers. The Tele- 
groph and the Mail came to a mu- 
tual understanding to abandon 
their experiment. The Sunday 
field is left to the ordinary weekly 
papers of a popular character, all 
of which publish Sunday editions. 
None of these weekly papers has 
any bold or striking features. They 
are sound rather than brilliant; 
give an epitome of the week’s 
news, supplementing this on a Sun- 
day with rather more exhaustive 
treatment of the doings of Satur- 
day, especially athletics. Among 
these papers, the first position is 
occupied by Lloyd’s’' News, which 
has the enormous circulation of a 
million and a quarter copies week- 
ly. Lloyd’s is owned by the pro- 
prietors of the Daily Chronicle. 

A sixpenny weekly that has a 
note of its own is Truth, which re- 
flects the fearlessness and the cyni- 
cism of its founder, Mr. Henry La- 
bouchere. Among the religious 
papers may be mentioned the 
Guardian and the Church. Times— 
the one representing orthodox 
churchmanship, and the other the 
intrepid and fiery organ of the mili- 
tant ritualists. On the other side is 
the Christian World, which has a 
great circulation among the Non- 
conformists, and is a very sound 
and thoughtful paper. Another 
journal with a large Nonconform- 
ist following is the British Weekly. 

Humor is not a strong point in 
the English character, and the 
number of comic papers is small. 
Punch is wise and witty, but it is 
essentially an organ for the culti- 
vated classes. 

Among weekly publications, one 
must note the profitable and popu- 
lar illustrated weeklies devoted to 
fashion and other women’s inter- 
ests. The Queen, the Lady’s Pic- 
torial and The Gentlewoman, all 
three published at sixpence (twelve 
cents), are thriving properties. On 
the other hand, the general illus- 
trated weeklies seem to be feeling 


the effect of the increasing atten- 
tion given to illustrations in the 
daily journals. 

The two great quarterlies, the 
Edinburgh Review and the Quar- 
terly Review, survive to a vigorous 
old age. Literature, politics, and 
the fine arts were treated in the 
Edinburgh always by accom- 
plished and often by caustic pens 
The present editor of the Quar- 
terly is Dr. G. W. Prothero, a 
scholarly man who touches life at 
many points. 

The oldest of our monthly maga- 
zines is Blackwood’s, first pub- 
lished in 1817. It has preached 
Toryism with ‘undeviating con- 
sistency for nearly a_ century. 
Maga, as it is familiarly known, 
has always possessed a special at- 
traction for writers on military 
topics. The best impressions of 
the Russo-Japanese war that have 
been published in the English lan- 
guage have appeared in Black- 
wood”’s Magazine. 

Of the more modern_monthlies 
the first in age is the Fortnightly 
Review, which first appeared in 
1865. Tt was followed, in 1866, by 
the Contemporary Review: i in 1877, 
by the Nineteenth Century, and in 
1883 by the National Review. The 
Fortnightly, as its name signifies, 
originally appeared twice a month; 
but after little more than a year’s 
existence it became a monthly. 

For fifteen years Mr. John Mor- 
Jey filled with splendor and power 
the editorial chair of the Fortnight- 
ly. Under its present editor, Mr. 
W. L. Courtney, this well- known 
monthly has recovered much of its 
old prestige. But of the serious 
monthlies the most successful is 
the Nineteenth Century and After. 
Its proprietor and editor, Sir James 
Knowles, has succeeded in attract- 
ing to his banner the most dis- 
tinguished men and women in the 
empire. 

There are many monthly publi- 
cations appealing to the multitude. 
Of these the most popular is the 
Strand Magazine, which easily 
maintains its supremacy, notwith- 
standing the competition of many 
ambitious rivals; but even the 
Strand does not reach the vast 
figures of the circulations attained 
by the popular American month- 

















lies. A magazine of the older type 
is Chambers’s Journal. It is a 
healthy sign that this excellent 


monthly, which has many years 
of honorable ‘life behind it, con- 
tinues to thrive. A distinct place 
of its own among monthly publica- 
tions has been won by the Review 
of Reviews, whose gifted editor, 
Mr. W. T. Stead, is one of the out- 
standing figures in British jour- 
nalism. 

Of the multitude of miscellan- 
eous weeklies, which purvey light 
reading and do not supply news, 
little need be said. Tit-Bits, the 
first to be established, is easily the 
best. 

To sum up, the publishing ond 
newspaper businesses in Great 
Britain have undergone a trans- 
formation in the last twenty years. 
The masses have come in, and old 
ideals and fashions have had to 
give way to their imperious de- 
mands. Nor is the end yet in 
sight. The one certain thing is 
that the purely yong daily 
has gone. For the rest, we are 
still passing through a transitional 
stage, of which the only encourag- 
ing sign is the evidence of growing 
distaste for the “snippety” week- 
lies—Harrv Jones, Associate Edi- 
tor London Daily Chronicle, in 
Review of Reviews. 





SAYS THE DAILY PRESS 


WEAK KNEED. 


St. Louts, February 20, 1906. 
Editor of Printers’ INK: 

I am attaching clipping from the St. 
Louis Republic of to-day’s date headed 
“Seeks To Curtail Fraud Order Power.” 
This is the third resolution that has 
been introduced on the floors of Con- 
gress in connection with the fraud 
order which was issued against the 
People’s United States Bank. 

The first was introduced Dec. 15, 
1905, by Representative Thomas of the 
19th Ohio District. Mr. Thomas pre- 
sented a petition signed by several hun- 
dred of his constituents, requesting 
that the fraud order against the Peo- 
ple’s United States Bank be investi- 
gated. 

On Feb. 6th Representative Phillip P. 
Campbell of Kansas introduced in Con- 
gress a resolution calling upon the Com- 
mittee on postoffices and post roads to 
inquire into the fraud order issued 
against the People’s United States Bank 
of St. Louis, and report to Congress 
the result of their investigation. 


IS 
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On Feb. roth Representative Goebel 
of Cincinnati, Ohio, introduced a reso- 
lution which is outlined in the at- 
tached clipping. 

The thousands upon thousands of 
letters that every Congressman and 
Senator have received from readers of 
our publication show to what extent 
the people are aroused regarding the 
action of the Postoffice Department in 
issuing a fraud order against an ab- 
solutely ‘solvent bank. 

A peculiar feature of this fraud order 
against the People’s United States Bank 
is the way the daily press of the coun- 
try has handled it—or, I might say, 
failed to handle it—in the last few 
weeks. Last July you will remember 
the press of the United States gave us 
column after column—in many cases 
full pages—and nearly always on the 
front page. These articles which were 
given such prominent position and 
large space were the ones charging E. 
G. Lewis and the directors of the Peo- 
ple’s United States Bank with being 
“frauds.”?’ However, now that three 
different resolutions have been _intro- 
duced by three different Congressmen 
on the floors of Congress, calling for 
a congressional investigation of the 
action of the Postoffice Department in 
issuing this fraud order, we fail to find 
a single line mentioning the facts in 
any- of the morning or afternoon daily 
papers of Chicago, New York City or 
Washington. When business men such’ 
as Mr. Lewis and the directors of the 
People’s United States Bank were 
charged with being “frauds,’’—without 
being given a hearing—whole columns 
were devoted not only in the papers of 
the three cities mentioned, but in the 
“boiler plates” throughout the country. 
When three honorable members of 
Congress, on three different dates, in- 
troduce resolutions on the floor of our 
national Congress with a view of vin- 
dicating the People’s United States 
Bank and its directors, the matter be- 
comes one of “local interest only.” 

In the last Congressional Directory 
(pages 346 to 351, both inclusive) I 
find the names of nearly 300 “members 
of the press” who are admitted to the 
press galleries of our national legisla- 
tive hall. I shave been wondering 
whether the resolutions that were intro- 
duced by Congressmen Thomas and 
Goebel of Ohio and Campbell of Kansas 
escaped the notice of all these members 
of the press, or whether they took 
notice and sent the matter in to the 
home office—if the latter, what became 
of this news item. Perhaps Mr. Ralph 
Tilton’s description of an editor as 
“one who leaves out” may fit the case, 
or, is it possible that the introduction 
of these resolutions in the interest of 
common justice, was considered by the 
B. M. as news we “CANNOT AFFORD to 


print.” Yours very truly, 
A. P. Coaktey, 
Advertising Manager the Woman’s 


Magazine, 
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THE FURNITURE PROPO- 
SITION. 


TWO KINDS OF ADVERTISING IN THIS 
TRADE, CASH AND CREDIT—HOW 
THEY DIFFER, AND THE TWO DIS- 
TINCT. CLASSES APPEALED TO— 
HOW THE EXCLUSIVE FURNITURE 
STORE ADVERTISES AGAINST DE- 
PARTMENTAL COMPETITION, 


Philadelphia _—_is universally 
known as a city of homes. There- 
fore it is a good furniture town. 
Houses are large, the average 
having six rooms. Few flats and 
apartments are found, with their 














restricted cubby-holes, — built-in 
sideboards and other furniture 
If there’s one thing above. 
Walnut another for which ca oe is 
Bedroom | noted, it is for the excellence and 
variety of its line of Walnut Bed- 
Furniture room Furniture. 














Pe: fe 








neces. 
ite in ® newspaper cut 
‘unqualified $125.00 value 








_ Mighty few Philadelphia stores handle walnut goods. You 
can count them on the fingers of one hand. And at that thew 
showing is decidedly limited—one or two patterns at the most, 

But it’s differeng here—we have in stock twenty-three styles in 
Walnut Bedroom Furniture alone. Bedroom Furniture absolutely 
ina class of its own. All fine, choice and beautifully matched. 

e magnificent veneering is perfect, bringing out to the fullest thé 
marvelous beauty of the grain. Blends harmoniously with all dec- 
orative schemes. 

—_—. 

Other Bedroom Suites, in all woods, with extra pieces. Chiffonier, Toilet 
Table and Wardrobe, if desired, to match. Aa assortment positively utmatcb- 
Prices for Suite $20 10 8350: Chif- 
$5.50 to $45; 





Upon ving ov otatver eegen pe esaaliaete 
glu OFrx'g ive. sod Emerais st 
Opes Mon., Fri. and Sat. until 9 30 P. M 

Deeermmeyere Ul-0/.t00s Orders Suliced—Freighi Paid quaemmmemmmmamemnaneen 

“A CASH AD. 
substitutes. It costs at least $300 
or $400 to fit up even the more 
modest Philadelphia home with 
furniture and carpets, the furni- 
ture man figures. So he is happy 
there, and carries good big stocks, 
and advertises in the daily papers 
perhaps more liberally than the 
furniture men in any other city, 
considered on the ratio of popu- 
lation. 

Philadelphia thas only two 
houses, outside of the department 
stores, that do an exclusively cash 
business in furniture—Walker & 
Linde, and Fluehr’s. There are a 
good many credit houses, how- 
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ever, and among those that ad- 
vertise constantly in the daily pa- 
pers are Louis Levy, Harry C. 
Kahn, Goldsmith & Co., and Syn- 
dall, Carrington & Co. Walker & 
Linde are said to be the biggest 
furniture houses in the city, and 
all the others named are leaders. 
There are numerous small fur- 
niture dealers who advertise oc- 
casionally, and a number who do 
not advertise at all. What they 
know about furniture advertising 
in Philadelphia, therefore, ought 
to be worth reading. 

Long experience has taught the 
dealers there that, just as there 
are two kinds of furniture busi- 
ness, cash and credit, so there are 
two kinds of furniture advertising 
—also cash and credit. The cash 
furniture house sells to people 
who have some discrimination in 
values, an eye for design, and a 
disposition to get the lowest prices 
consistent with quality. So the 
cash furniture man’s announce- 
ments in the newspapers talk a 
good deal about reduced prices, 
sales, end of the season, remnants, 
exceptional opportunity. They 
also talk about beauty and dur- 
ability, for the cash clientele is in- 
telligent and usually prosperous. 
Cash furniture business in Phila- 
delphia—and, indeed, everywhere 
—competes directly with the de- 
partment stores, which sell almost 
entirely upon that plan. So, the 
advertising must be as big as a 
department store’s in size, if pos- 
sible, and must talk bigger, One 
advantage the exclusive furniture 
advertiser has. He can talk furni- 
ture only, day after day, while the 
department store can perhaps talk 
it only once a week. The latter 
may spread all over a half-page 
when it does speak, and talk so 
convincingly on its one day that 
readers get the impression the 
trees from which the department 
store’s furniture was made were 
grown especially for it, and can’t 
be duplicated. But next day the 
lig store has to whoop up the 
piano department, or the dress 
goods, and the exclusive furni- 
ture man goes right on talking 
furniture. Department stores are 
also located in the expensive re- 
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tail district where everybody goes 
to buy the knick-knacks of exist- 
ence. But a live furniture man, 
advertising steadily, can be way 


out of the shopping center. When* 


people get ready to buy furniture 
they are buying on a large scale, 
and can be persuaded to go where 
the values are. The two cash fur- 
niture stores in Philadelphia make 
a great deal of this point in com- 
petitive argument. Fluehr’s, which 
is out of the shopping center, 
keeps up a running fire of com- 
ment. on the high rents in Market 
street, and warns the public 
against buying until it has looked 
around. Walker & Linde are even 
farther away from the center, at 
23rd street, Columbia and Ridge 
avenues, and advertises like this: 


The largest furniture and carpet house in 
Philadelphia. Five double buildings of five 
floors each, a floor space of more than three 
acres, devoted exclusively to furniture and car- 
pets, exceeding in variety and choiceness any 
other in the city. Our prices are absolutely 
the lowest in Philadelphia. And here are the 
reasons: We own these buildings. On the in- 
vestment this represents, say $5,000 per year. 
The rent of a similar structure in the central 
district would figure between $50,000 and 
$60,000 a year. There’s a saving in rent alone 
of at least go per cent. And that’s only one 
saving. Our running expenses are very much 
lower than central stores. And there are other 
savings; we have our own lighting, heating 
and power plant. Our warehouses and storage 
quarters cost but a fraction of what they would 
in a central location—room is cheap uptown. 
Allin all, our yearly savings in rentals and run- 
ning expenses—due entirely to our uptown 
location—exceed $100,000. As every penny of 
this sum goes to our customers in lower prices 
it gives us advantages enjoyed by no other 
store and enables us to sell at. all times furni- 
ture and carpets of the most dependable quali- 
ties, at prices positively 15 to 30 per cent below 
all others. All our goods are marked in plain 
figures—no trickery or juggling with prices 
here. Easy to make comparison of every 
article in stock. You are at liberty to stroll 
about the store and examine stocks without 
being annoyed by importunate salesmen. 
Beware of stores that do not plainly mark 

rices on goods. They are not to be trusted. 

e sell for cash only—Another important fac- 
tor is—we manufacture all our upholstered 
furniture: parlor suites, couches, davenports, 
library pieces, living room furniture, etc, We 
employ the highest class labor and use only the 
best materials. As manufacturers we sell direct 
to you at fully 40 per cent below regular retail 
prices. 


Credit furniture advertising is 
different. Where the cash furni- 
ture ad is neat in its typography 
and takes great pains to explain 
its selling proposition, the credit 
advertisement shows little else but 
furniture cuts and big black 
Prices. No furniture ad without a 
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cut is worth much anyway, the 
wise ones in this trade believe. 
But the credit ad has several times 
as many cuts as the cash ad. Ar- 
ticles are selected from stock 
especially for illustration, prices 
are figured down to cost or even 
below, to be attractive, and then 
pictures of these articles are made 
that show all their polish and 
ornamentation, Pieces with plenty 
of “gingerbread work” are select- 
ed, and the illustration is slicked 
up until the reader forms an opin- 
ion of it that will never be borne . 
out by the article itself when seen 
in the store. Then, when the 
store is visited, attention is easily 
diverted to something else. In- 
stallment furniture men appear to 
be of the opinion that a presen- 
tation in the ad of something that 
you wanted to sell would be a 
waste of space, for the price could 
not be made low enough to arouse 
interest. People who buy furni- 
ture on the installment plan don’t 
seem to get credit for much sense 
—however much credit they may 
get for furniture. If they had 
more sense, it is reasoned, they 
wouldn’t buy on installments, for 
the interest on payments makes 
prices higher than for the same 
class of goods at cash values. 
Credit buyers purchase more lib- 
erally than cash patrons, use less 
judgment in making selections, 
and have little regard for beauty 
of design or even durability. It 
doesn’t do to talk art to them. 
Another method of advertising 
in favor with the installment deal- 
ers is that of offering a low- 
priced article that is really meant 
to be sold. Their advertisements 
feature a pitcher for nineteen 
cents, or a sofa pillow at forty- 
nine. These leaders are always 
put on sale away at the rear of 
the store, so that those who come 
for them must ‘walk through the 
entire stock. Good arrangement 
of the latter, plainly marked prices 
and tactful salesmanship do the 
rest. Such a leader, offered below 
cost, is also a key to the produc- 
tiveness of the various papers in 
a city, if an advertiser is uncer- 
tain which ones pull best. Usu- 
ally there is little uncertainty on 








this point, however, for the differ- 
ent mediums have long been tried 
out on varying propositions, an 
the furniture man uses each with 
skill to get certain results. One 
pretty definite rule in credit fur- 
niture advertising is to jam into 
a given space all the cuts and 
prices it will hold. And another 
is that four out of five persons at- 
tracted by the articles offered in 
such advertising take something 
else. 

There are seasons in the fur- 
niture trade, but not so definitely 
marked as they were a few years 
ago. Spring and fall moving 
times, when people were tearing 
up and housecleaning, formerly 
stood to the furniture dealer for 
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A CREDIT AD. 


the busiest periods of the year, 
when he advertised most heavily. 
But someone—Wanamaker, it is 
said—invented the August furni- 
ture sale to liven trade in the dull- 
est month of the year. Remark- 
able values were offered to induce 
people to buy. Then much of the 
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year’s buying hinged on this Aug- 
ust sale, and finally another sale 
was started in February. All the 
exclusive dealers adopted them. 
More advertising was done in- 
those months than during the 
spring and fall moving seasons. 
A tremendous lot of stock was 
moved. But trade was diverted 
from the latter seasons, until they 
have all but been killed. Most 
exclusive dealers would be glad 
to go back to the old order. of 
things, but there has never been 
any concerted movement to do so. 
Probably more advertising is done 
throughout the year as a conse- 
quence of this change in trade 
conditions. 

There are also two bridal sea- 
sons when a good deal of furni- 
ture is advertised and sold. Heavy 
advertising is done at the latter 
end of May and the latter part of 
September, when June and Oc- 
tober brides are beginning to pre- 
pare for housekeeping. But even 
the bride seasons are not What 
they were once upon a time for 
the credit dealer. Formerly young 
married couples depended .upon 
him to start them off in furniture 
and carpets, but nowadays there 
seems to be more foresight in 
their management. An engaged 
couple will frequently go to the 
cash furniture houses during their 
courtship and select articles to be 
put aside for them. Then regular 
payments are made, and when they 
are finally married they have fur- 
niture which has been bought on 
the installment plan, but at cash 
prices. 

Twenty-five per cent of all the 
exclusive furniture advertising in 
Philadelphia is prepared and 
placed by the Smith, Arrison & 
Co. agency, of torr Chestnut 
street. This agency handles all 
the advertising for the firms 
mentioned above, except Harry 
C. Kahn, and its accounts com- 
prise seventy-five per cent of 
all the furniture advertising placed 
through agents. Many of. the 
Philadelphia dealers write and 
place their own advertising, as the 
papers of that city pay no com- 
missions to agents, and service is 
an added expense to the advertiser. 
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WHAT TO SAY IN ADVER- 
TISING GAS. 





One of the best arguments that 
can be advanced for the efficacy 
of advertising is the fact that a 
majority of the big “trusts” em- 
ploy it, though they may have no 
active competition. And, again, 
in cities where a monopoly of 
public service exists, such as gas 
and electricity, the public service 
companies also find advertising 
necessary. Even trolley and 
water companies advertise. 

Gas corporations especially are 
steady newspaper advertisers the 
country over. Some use newspa- 
per space to remove public pre- 
judice and combat -:nisdirected re- 
formers. Others employ the news- 
papers simply as promotive me- 
diums, to secure more consumers 
of fuel and light. It might seem 
that there is very little to say 
about coal gas, outside of urging 
people to put in a gas range, or a 
heater. But there are now many 
forms of patent gas burner .that 
the public ought to know about, 
the introduction of which often 
makes gas economical for families 
who have heretofore burned oil, 
or makes it an effective illuminant 
for stores and factories where it 
has been discarded. 

Some recent newspaper adver- 
tising of the Boston Consolidated 
Gas Company in the newspapers 
of that city displays a broad range 
of argument and will probably be 
suggestive to many similar cor- 
porations elsewhere who are al- 
ready advertising, but who have 
not presented their proposition as 
fully as it deserves. This company 
has ‘had some active competition 
with the electric lighting corpora- 
tion in its city. Details of the 
campaign conducted by the latter 
corporation. have appeared in 
PRINTERS’ INK. Consequently, 
one argument was frankly com- 
petitive, contrasting a burner 
known as the “gas arc” with the 
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electric arc light. This is how the 
story of the gas arc was told: 








Have you seen the new BUNSEN SOCKET 
BURNER for residences? Looks like an 
electric globe, but gives a cheaper and 
better light. 

Notice the artistic possibilities In fixteres 
like the cut. -The ECONOMY. of the ordi- 
gary Welsbach light without its former 
ugliness, and @ mellow, pleasing effect ‘in 
place of the old glare. See for yoursélf gt 
16 West Street. 

At the .same time there will be .shewn you 
the GAS ARC for STORES. Cuts your 
electric bill, at least in two.’ Why? Because 
a 4burner Arc consumes 18 feet of gas an 
hour at a cost of 1} cents, while the electric 
equivalent costs’ from 3% to 10 cents. How 
moch. difference would this make ig YOUR, 
yearly bill? And the light—Come.and sce, 
it—Compare for yourself. 


LiGhT WITH Gas. 


FORTY REPRESENTATIVES—Remember they! 
are at your service. * 





The. Gas Are 
BOSTON CONSOLIDATED GAS COMPANY 


Telephone 1690 Oxford 24 WEST STREET’ 
——— TE 








In other ads a cut of tne gas arc 
was printed, and comparisons in 
cost with electricity were made. 
These burners were on permanent 
exhibition at the company’s offices, 
of course, and the advertising was’ 
followed up with personal solici- 
tation. Another burner illustrated 
and made a feature of ithe adver- 
tising was the Bunsen socket 
burner, for residences, which was 
advocated because it resembles an 
incandescent and avoids the un- 
sightliness of burners of older 
types. 

The gas radiator was made the 
subject of another group of ad- 
vertisements. Arguments for this 
home comfort are well-known— 
“Is your breakfast-room chilly 
these fall mornings?” “Heat that 
bath-room with a gas radiator,” 
“Why start the furnace to warm 
one room?” and so forth. A vital 
point in advertising the gas radi- 
ator seems to be its cheapness, 
not alone for operation, but in ini- 
tial cost. Probably nothing needed 
in a house can be had in so wide 
a variety of forms and at such 
reasonable prices as gas radiators 
and stoves of all sorts. A single 
burner gas stove to warm a tea- 
kettle can be purchased for as 
little as twenty-five cents, and it 
is adequate to frying a steak. Gas 
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radiators can be had for as little 
as a dollar and a half, while the 
cost of a complete gas range of 
the best quality is not more than 
half what a good cook-stove 
would cost. In advertising fuel 
gas it might be well to do a little 
competitive talking about the 
hardware nan and the greater in- 
itial cost of cooking stoves—he 
will sell gas stoves enough to 
compensate for whatever is said 
about him. Gas stove advertis- 
ing, too, ought to go into the 
technical details of burners. The 
iburner makes or unmakes a gas 
radiator. With burners construct- 
ed on proper lines (and there are 
a number of surprisingly efficient 
new radiators in the market now, 
it is said) the radiator really does 
what the advertisements claim— 
heats a room at small cost and 
quickly. But the wrong kind of 
radiator will eat up gas at a pro- 
hibitive rate, as well as make itself 
decidedly unpleasant by letting 
part of the flow escape unburned 
into the room. 








GAS ARCS 


ANOTHER CONVERT = The ODD FELLOWS HALL ASSOCIATION 
have arranged to equip their laige Dancing 
Halls and Lodge Rooms, at the corner of 
Tremont and Berkeley Streets, with GAS 
ARCS jn place of 250 electric lights. 
A COMPARISON An investigation and comparison of the 
merits of this method of gas lighting and of 
electricity established the following facts to 
their satisfaction 

First, thatthe GAS ARC light as perfected 
today gives a BETTER light than electricity. 


SETTER LIGHT 
REDUCED COST Second, that gas will represent 2 SAVING 
to them of several hundred dollars a year. 

Why don't you let us show you how we 
can cut YouR electric bill in two? 

Don't let the BLECTRIC HABIT keep its’ 
hold on you at the expense of your pocket- 
book, just because you don't realize what 
GAS can save you. 

LaonT with ons 
Send for one of 


THAT EXPENSIVE 
ELECTRIC HABIT 


the FORTY REPRE. 
SENTATIVES to explain, or call at 16 West 
Street and see for yourself 
“BOSTON CONSOLIDATED GAS COMPANY 
‘Telephone 1690 Oxtord 2% WEST STREET. 








Gas advertising turns largely on 
cost. Every woman knows that 
the gas stove is clean and con- 
venient. Talk that is confined to 
absence of dust and ashes, there- 
fore, is likely to be a waste of 
good newspaper space. People 
want to know how much it costs 
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in money. Most gas ads tell them 
in terms of cents-per-hour, but 
this doesn’t seem exactly as vivid 
a way of presenting the matter. 
A far more concrete one would 
be to publish in advertising some 
actual instances of cost, based on 
typical gas bills, put in the form 
of a paragraph like the following 
imaginary instances: 

One of our consumers, Jiving in aseven-room 
cottage on Economy street, has Bunsen burn- 
ers in the large rooms, ordinary burners in 
smaller rooms, a gas stove in the kitchen, and 
two gas radiators for heating any room to which 
they may be carried. During October the 
radiators made a heating stove unnecessary, 
and all cooking was done by gas. For both 
fuel and lighting this consumer’s bill for that 
month was only $4.68. 

A family on Easy street, with a residence of 
fifteen rooms, spent $80 for coal and wood win- 
ter before last tocook and heat by furnace. 
This winter they have used gas for cooking 
and gas radiators for diys when the furnace 
would have been lighted had there been no gas 
radiators handy. he coal bill for the winter 
was only $45. Add to thisextra gas consumed, 
$20.43, and there was a saving of nearly three 
tons of coal. 

Another leading argument is 
fairness of meters and justness of 
bills. It seems not only profitable 
for the gas company to take paid 
space and assure the public that it 
is not always a brutal robber, but 
in most cities it is absolutely ne- 
cessary. The Boston Consolidated 
Gas Company did more. It can- 
vassed the entire territory covered 
by its mains, and wherever a 
householder was missed on _ the 
first canvass a second visit was 
made. This canvass was accom- 
panied by advertisements like the 
following: 

Our forty representatives have just completed 
the canvass of the entire territory covered by 
our mains, 

Our aim is to provide the most efficient and 

satisfactory service possible. 
_ To do so we have tried to get in touch with 
individual conditions through personal inter- 
views, andin the event of any occasion for dis- 
satisfaction, to correct the cause as promptly as 
possible. 

We are applying the business principle :— 
Provide the best product we can at the lowest 
price; and then get you to use it by telling 
you how to do so most effectively. 

Although we have freely invited criticism in 
this investigation, itis very gratifying to an- 
nounce that the number of complaints is com- 
paratively small. In fact we are decidedly 
pleased at the very general expression of confi- 
dence in the attitude of the new company. 

As a number of customers were not at home 
when our representatives called for the first 
visits, we are starting to-day to cover the terri- 
torv a second time. 

We wish to emphasize our desire to give 
satisfaction to every customer on our books. 
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AN IMPORTANT GERMAN 
DAILY. 


In each city in the United 
States where there is a large Ger- 
man-speaking population, the ad- 
vertiser will usually find one Ger- 
man daily newspaper that cannot 
safely bt omitted in covering that 
community. This statement is 
true of New York, Chicago and 
Philadelphia, as well as many 
minor cities, 

In Philadelphia this important 
German newspaper is the German 
Daily Gazette. It is not only a 
medium of influence with a local 
German population of at least 
100,000 persons, but is one of the 
foremost German newspapers in 
the country.” Its daily editions, 
indeed, are so large that no other 
German daily listed in Rowell’s 
American Newspaper’ Directory is 
credited with a larger known cir- 
culation. The ratings for 1904 are 
as follows: 


Philadelphia Gazette (a. m. and 
p. m. combined) 

Chicago Abend-Post (p. m. only)... 

New York Staats-Zeitung (a. m. 
and p. m, combined) exceeding.. 37,500 








Sunday Staats-Zeitung, NewYork, 


CXCOCEING, ..ccccscceses sessese 0,000 
Sunday Gazette, Philadelphia.... 37,398 
Sonntagpost, Chicago.....+. ovcee 32,095 

The Philadelphia German Ga- 


sette is also one of the most active 
of the German dailies at present, 
having been brought to the front 
in an interesting manner the past 
three years under Gustav Mayer, 
the younger. This paper was es- 
tablished in 1879 by Carl Theo- 
dore Mayer, his father, who came 
here in the sixties from Baden, 
Germany, an experienced journal- 


ist, and originally settled at 
Williamsport, Pa, where he 
founded a German newspaper. In 


a year this property, uninsured, 
was entirely destroyed by fire, and 
the elder Mayer moved to Phil- 
adelphia, practically —_ penniless. 
There he started the evening Ger- 
man Gazette and put it on a safe 
basis by hard work. Later a 
morning edition was added, and 
then a Sunday paper, and finally a 
weekly, The elder Mayer died in 
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June, 1900, since when the prop- 
erty, held by the Mayer estate, has 
been under the management of his 
second oldest son, Gustav, who is 
thirty-seven years old. Mr. Mayer 
is an American by birth and train- 
ing, but has kept close touch with 
the Gazette’s clientele, so that, 
while holding the paper to its 
original lines editorially, he has 
been able to add new publishing 
and advertising snethods which 
make for growth. For twelve 
years prior to his father’s death 
he was business manager, and has 
really been connected ‘with it in 
some capacity from boyhood. 

The daily issue of the Gazette 
now claims third place among 
Philadelphia dailies in point of 
foreign advertising carried. Its 
aggregate during 1905 was nearly 
1,000,000 lines of general advertis- 
ing, a gain of over 100,000 lines. 
According to its own measure- 
ments the Inquirer stands first in 
Philadelphia and the Record 
second. Some foreign advertisers 
use only the Gazette, and it car- 
ries well-known ‘business like 
Postum, Grape Nuts, Fig Syrup, 
National Biscuit, etc. Its depart- 
ment store business the past year 
aggregated 1,000,000 lines, 

On Sundays the Gazette’s cir- 
culation has grown so markedly 
in the past year that it is perhaps 
second to no German Sunday pa- 
per in the East, or dn the United 
States. 

With its weekly issue the Penn- 
sylvania Staats Gazette reaches 
most of the German-speaking pop- 
ulation of that State, with many 
readers in New Jersey, Maryland, 
Delaware, etc. Pennsylvania has 
an interesting situation among its 
German-speaking residents, - for 
the people known as “Pennsyl- 
vania Dutch” are often ‘confused 
with the Germans. As a matter 
of fact, however, they are as dis- 
tinct in language and habits as 
German and English readers. 
German papers do not reach 
Pennsylvania Dutchmen to any 
extent. The difference in lan- 
guage is best illustrated by the 
weekly Gazette’s column of bur- 
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lesque Pennsylvania Dutch, a de- 
partment in what is regarded as 
dialect by Germans, and serving 
about the same purpose as Phil- 
osopher Dooley does to Ameri- 
cans. 

Mr. Mayer has devoted a good 
deal of attention lately to preach- 
ing the advantages of weekly 
German papers as mail order me- 
diums, maintaining that the more 
than 10,000,000 persons of Ger- 
man parentage who now live in 
the United States constitute an 
audience worth cultivating on ac- 
count of its German thrift and 
conservatis:n. German readers 
approached through mediums in 
their own language can easily be 
won over to a good proposition, 
and once convinced are likely to 
remain steadfast buyers. The big 
Chicago mail-order houses find 
German copy profitable in German 
papers, while some of the firms 
that operate through the mails 
along special instead of general 
merchandise lines state that they 
would be willing to pay twice as 
much for German inquiries as 
English ones. The German week- 
lies reach a rural population, and 
the value of the Philadelphia Ga- 
zette’s weekly to’ mail-order 
houses was denoted by the 75,000 
lines of advertising it carried last 
year. German dailies, on the 
other hand, reach the thirty-three 
to sixty-five per cent of German 
readers living in the cities, so that 
the two mediums are distinct in 
their nature. 

The Philadelphia Gazette car- 
ried last year 3,650 columns of 
classified want ads, or nearly ten 
times as much as its nearest Phil- 
adelphia competitor. Its advertis- 
ing patronage increased from 12,- 
513 columns in 1904 to 15,330 col- 
umns in ‘1905. The Gazette’s plant 
at 924 Arch street is one of the 
best in Philadelphia, with facilities 
for handling news as quickly as 
any Philadelphia English daily. 
No German daily in the country, 
in fact, has better equipment, 
though one or two papers may 
have larger. Heretofore the daily 
edition has been eight pages, but 
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a new perfecting press is now be- 
ing installed, and when it is ready 
for operation in a few weeks the 
daily issue will be increased to ten 
and twelve © pages. 


Tue Webb Pub Publishing Company of 
St. Paul, Minn., announce that the 


February 1st issue of their semi-month- 
ly publication. The Farmer, will be the 
annual Poultry Number. It’ will be, 
they say, the best number ever issued; 
better even than the Poultry Number 
for 1905. According to a statement re- 
cently issued the guaranteed average 
circulation of The Farmer for 1906 will 
exceed 90,000 copies. This is an in- 
crease of 6,563 copies over the aver- 
age circulation for 1904, as certified to 
in Rowell’s American Newspaper  Di- 
rectory. 





ae 
ADVERTISING in the Friday evening 
newspapers reaches the people who get 
paid Saturdays, and draws their atten- 
tion to their wants while their money 
is warm.—Rhode Island Advertiser. 
— —+o+—-—_- 








Taking into consider- 
ation the number of 
copies sold, the char- 
acter of the circula- 
tion and the price 
charged for advertis- 
ing, THE CHICAGO 
RECORD - HERALD 
is the best advertis- 
ing medium in the 
United States. It is the 
only morning paper 
in Chicago that tells its 
circulation every day. 











Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circtlation of any news- 
paper printed in h German language on 


Circulation 149,281 


RATE 35 CENTS. 
































PRINTERS’ INK, 


ADVERTISING SUMMER 
HOMES IN THE FALL. 


A few years ago the average 
magazine editor would never have 
thought of printing a summer 
poem in winter or a Christmas 
poem in July, The magazines went 
strictly according to season. But 
presently some broad-minded edi- 
tor reflected that a Christmas poem 
might be interesting in August, 
Sast ‘by way of contrast, and that 
at no time were thoughts of sum- 
mer likely to be so appropriate as 
along in the drear month of Jan- 
uary. Human nature doesn’t 








17 
homes, got ready to market the 


first lots in a subdivision called 
“Wildwood Crest” along in the 
middle of last summer. There was 
some doubt as to the wisdom of 
opening up an advertising cam- 
paign for this property till next 
spring. Before the ads could be 
prepared it would be the season of 
frost and the return to the city. 
Hardly possible to interest people 
in summer homes or salt air then, 
they reasoned at first. But re- 
flection showed that there might 
be a good deal of perspicacity in 
a fall campaign for this property. 
When people are returning from 
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think according to the calendar, 
but often in spite thereof, 

It is pretty much the same in 
real estate advertising. Spring is 
looked upon as the season when 
everybody is thinking of building, 
buying, moving, renting, invest- 
ing. Fall is a season when almost 
everybody is doing the same 
things, but with reference to win- 
ter quarters. With many real 
estate advertisers these two sea- 
sons constitute the whole year. 
They avoid advertising at other 
times as though there were a 
closed season for thinking about 
real estate, just as there is a 
closed season for deer. 

Baker Bros., a Philadelphia 
realty firm that hag been develop- 
ing seaside properties for summer 





summer homes or visits they are 
likely to have next year’s outing 
in mind more vividly than in 
spring, for the charm of summer 
is still fresh. Then—and this is a 
big consideration—there is little 
competition in the advertising col- 
umns in fall for this kind of 
property. 

Eventually a fall campaign was 
laid out, and the ads began run- 
ning in all Philadelphia papers al- 
ternately about the first of Sep- 
tember. Spring advertising of 
this character is apt to take the 
form of half-page announcements, 
sensational in display and argu- 
ment, making an enormous im- 


pression on the day they are 
printed, but forgotten in a week. 


This “Wildwood 
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Wildwood Crest—the crowning 
eek of the Founders of Wild- 
A beautiful seaside city 
with every modern improvement. 
High land, cement sidewalks 
and curbs, graveled streets, 
aged es electric lights, arte- 
sian w 


Buy to ‘Build 
or for Investment 


Lots are 30x100 feet, corner 
lots 40x100 feet. All improve- 
ments are paid for; taxes are paid 

for 1905 and 1906 and free life insurance is included. All 
in all, Wildwood Crest ae aie most romarcatte teal 
state proposition of the d 

Lots now selling very ie. and liberal bonus offered 
everyone who builds promptly. Look ahead—this year 
Wildwood could not accommodate thousands. Next year 
many of these will look to Wildwood Crest—and then 
values will go bounding upward. 

If you wish to duplicate the experience of Wildwood 
investors, who in a few years have made profits of 150 to 
1500 per cent.—buy now at Wildwood Crest. 


$20 Cash Secures any Lot 
Balance $10 Monthly 


Apply for particulars to 
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more rapidly than any of Its predecessors—bul 
he won't invest. Wish he had later on, as he did 
in the other two cases. If you would quickly 
duuble—yes, treble—your dollars, don't be like 
this old “salt,” but Invest in at least one lot at 


Wildwood Crest. 
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Lest you be too late, invest now, while 
prices are lowest. $29 secures a lot—the remain- 
der can be paid in $19 monthly sums. 
Purchase increases in value while paying for it. 
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Crest” was planned differently, An ungainly, home-made word 
single and double column ads of is “Sticktoitiveness,” but it spells 
not more than 160 agate lines at success in advertising more than 
the most being used. The average in anything else. Don’t be a 
space was fifty lines. Insertions quitter, 

were frequent, and the various pa- * * * 

pers used in a way that kept the [t’s easy to begin well. A new 
campaign alive continuously. broom always sweeps clean, but 

The advertising was prepared it is in the home stretch that races 
by Smith, Arrison & Co., a well- 25. won 
known eoggee se agency. bn ge 5 ‘ 
Smith says, regarding copy, “We a ur clerks like honest 
had hard work getting pictures Pg Bgy gin ain with 
and arguments that didn’t look ; 
oe loose cash handling methods. 

chilly in September, but the key- E h tig tag OO vr 
note, ‘Think of next summer, “Y&" — Be its — 
made the ads consistent, and em- ns ; 
phasis was laid on the investment _ Special sales are all right. Ad- 
value of the property, the easy vertising 1s a necessity. Window 
terms, and the future of ‘Wild- displays are valuable, but the first 
wood Crest,’ which is assured— rule in the book is to have the 
the property is only eight miles goods. 

from Cape May. The campaign * * * 

was an experiment, and a bold Every window display should 
one for which Baker Bros. de- be so made that each observer 
serve credit. But it soon proved will go away with one idea in 
that summer homes are fresh in mind that will do you good. 
people’s minds when they are re- ; * a * 
turning from vacation. any | The merchant who isn’t gen- 
Brgpagetnnng _ Pen ee erous soon gets the name of be- 
and the advertising pulled so —— oa piri heard of 
steadily that it has been continued f tas SECRanS SUE sucerse- 
right through October, and Baker. 7%! a «3 “a . 

Bros. have no disposition to dis- 

continue it as long as it will pro- | When you say to a customer 
duce results. How far into winter “What else would you like, Mr. 
it will go is an interesting point Smith?” aren’t you more likely to 


that we intend to determine.” make him stir his mind for some- 
aa Np cre thing else that he wants than if 
you say “That’s all, I suppose?” 
SHOP SHOTS. ‘ Pa : 


; ; th 
, Se Fane Be merciful to the man with the 
when you say you will. Punctual- Subscription paper. He doesn’t 
pags ‘i nie a hia like his job and he isn’t after 

y P i money for himself. He will re- 


; ‘ member your courteous treatment. 
Like master, like man. Many a * * * 


good clerk has been spoiled by Don't 
the wrong sort of employer while 
many a poor clerk has made good 


tie so much red tape 
around your parcel-wrapping and 
} , n 20C change-making methods that your 
under the right kind of instruction ¢yctomers will go to the other 
and example, fellow’s store when they are in a 
* * * hurry. 
Some merchants treat. traveling * * * 
men as if they were all thieves. In advertising follow the line of 
Those same merchants get mad if least resistance. Push hardest 
their customers treat them that where competition is weakest until 
way. Is retailing then more hon- you are as strong as your compe- 
est than wholesaling? tition, 
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The minute a clerk gets super- 
ior to waiting on the man in over- 
alls and jumper, set him to break- 
ing up packing cases in the cellar. 
Pride is a bad thing in anyone if 
it’s false pride. 

* * * 


The cigarette clerk is a poor 
proposition for himself or his em- 
ployer. Give him his choice be- 
tween his cigarettes and his job. 
The result will be to your advan- 
tage either way. 

* * * 


If you can’t stand prosperity, 
let your wife take care of your 
money. The merchant who is al- 
ways dipping into his own money 
drawer is like the saloon keeper 
who stands outside of his own 
bar too much, 

* x * 

The pinnacle of mercantile suc- 
cess is not reached through :nan- 
aging the base ball team, playing 
in the band or becoming the 
champion billiard player in town. 
The champion merchant will be 
champion in naught else. 

* * * 


Bear this in mind though; suc- 
cess at the expense of health will 
be failure. The man who thinks 
to work through all his waking 
hours will some day be unable to 
work through any of them. 








THE PICTURE-GALLERY BE- 
TWEEN NEW YORK AND 
PHILADELPHIA. 


The display of advertising bul- 
letins familiar to everyone who 
thas ridden on the Pennsylvania 
Railroad between New York and 
Philadelphia is said to be the most 
extensive exhibition of its kind 
in the world. The traveler be- 
tween New York and Boston will 
not be lonely for signs to read, 
while Dr. Pierce, Charles Fletcher 
and Brent Good have worked out 
a scheme of mural decoration 
along the New York Central 
from Albany to Buffalo that re- 
lieves the monotony of grass, 
trees, etc. But the New York to 
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Philadelphia route is a favorite 
with advertisers because at no 
other point in the United States 
is railroad travel heavier. Again, 
a large proportion of those who 
ride back and forth are people of 
means. Many are business men. 
Not long a judge of such things 
asserted that every other man one 
saw on a train going from Phila- 
delphia to New York is an adver- 
tising solicitor, while going the 
other way the proportion of ad- 
vertising solicitors is nine in every 
ten. But this is doubtless exag- 
geration. 

It is on this route that the ad- 
vertising sign man _ introduces 
novelties in his art. Cut out signs 
abound. There is the huge profile 
of two locomotives, head to head, 
the rays from their ‘headlights 
forming a diamond on which is 
painted the advertisement of 
Searchlight Matches. In the next 
meadow the eye suddenly falls on 
a herd of galvanized iron cows 
grouped on the grass, each cow 
having a single letter of the 
phrase “Horlick’s Malted Milk.” 
Giant bullfrogs, twenty feet high, 
in profile, advertise the cough 
remedy, “Frog-in-your-throat.” 
Heinz, the pickle man, has lately 
introduced a new form of outdoor 
ad which utilizes banks that slope 
up at a good angle from the rail- 
road track, On these are laid huge 


letters, made of tin, evidently, 
painted to resemble stone, sug- 
gesting the 57 varieties. A border 


of painted rocks surrounds them. 

How extensive is the display 
along this ninety-mile stretch of 
railroad may be estimated from 
the following list of commodities 
and advertisers who are promi- 
nently represented either on bul- 
letins, barns, fences or billboards. 
These are given in about the order 
that the display runs, traveling 
from Philadelphia to Jersey City: 
DeLong Hook and Eye, Wilson Whiskey, 
— Oats, Dr. Schenck’s Pills (barns), 
astoria (barns and fences), Ingersoll Watch, 
W. B Corsets, Phenol Sodique (remedy), 
Frog-in-your-throat, Coca-Cola, Sen-Sen, 
Keith’s Philadelphia Theater, Burrowes 
Rustless Window Screens, Carter’s Pills 


(barns and fences), Moon-Blight, Bull Dur- 
ham Tobacco, Campbell’s Soups (novelty 
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changing signs), Harvard $10,000 Beer, 
Granger Hook and Eye, Hildrecht’s Res- 
taurant ( Philadelphia), Gillette Safety Razor, 
Cheney's Listerated Tooth Powder, Blue 
Label Soups, Mennen’s Powder, Heinz’s 57 
Varieties, Procter’s Theaters in Newark and 
New York, Outing Magazine, Levey the 
yer, New York; Cascarets (novelty chang- 
ing signs), Braun & Fitts’ Holstien Butter- 
ine, Hammond Typewriters, Roebuck Wire 
Screens, Ross’s Ginger Ale, Hippodrome, 
New York; Whiz Suspenders, Red Cross 
Kidney Plasters, Sozodont, Old Virginia 
Cheroots (fences), Wiltshire Hotel, Atlantic 
City; Richardson & Boynton Furnaces, 
Thatcher Furnaces, 14th Street Store, New 
York; Hahne & Co., Saks Strauss Store, 
Newark; Moxie, L. S. Plaut & Co., Newark; 
Bamberger's Store, Newark; D. Wolff & Co., 
Newark; Stump & Walter Seeds, New York; 
Pettijohn’s Breakfast Food, Hand Sapolia 
(paper), Marshall & Ball, Clothiers, Newark; 
Smith Brothers’ Cough Drops, Lucky Strike 
Tobacco, Pond’s Extract, New York; ‘*Com- 
mercial,’ Victor Talking Machines, Cold- 
well Lawn Mowers, Realty Trust (real 
estate), New York; Clyde Line Steamships 
Owl Cigars, Eden Musee, New York; Ol 
Dutch Cleanser (paper), Armour’s Extract, 
Dutchess Trousers, New-Skin, Red Top 
Rye, Cannon’s Store, Newark; Globe Metal 
Polish, Block (game), Omega Oil (barns and 
walls), Uneeda Biscuit, Sherwin Williams 
Paint, Horton’s Ice Cream, Spratt’s Dog 
Cakes, Pillsbury’s Flour, Peter Heuderson’s 
Seeds, Leadam Shoe ‘I'ree, Palisade (real 
estate), Coward Shoe, Blackola, Pearline 
— Burns Cigar, United States Meta 
olish. 


Advertising privileges are in the 
hands of various firms in Phila- 
delphia, New York, Newark and 
other towns along the way. 
Among those most prominently 
noted are: The Billposting Sign 
Co., Philadelphia; S. H. Robinson 
Co., Philadelphia; O. J. Gude Co., 
New York; R. C. Maxwell Co., 
Trenton, N. J.; Ph. Morton; Sam 
W. Hoke Co., New York; Mon- 
tauk Advertising Sign Co., 
Brooklyn; Elizabeth Billposting 
Co., Elizabeth, N. J.; Randolph 
Advertising Co., Newark; Newark 
Billposting Co., Newark; C. F. 
Schloemer, New York; Jersey City 
Billposting Co., Jersey City, N. J.; 
M. Wineburg & Co., New York; 
Newark Sign Co., Newark. 

With all these hundreds of signs 
it is probable that twenty times 
as many more could be erected 
along this route without in any 
way reducing the area for crops. 
Nature seems to ‘have made the 
jandscape for advertising pur- 
poses, as it is almost wholly an 
even slope upon which the proper 
sort of bulletin could be read an 
eighth or even a quarter mile. Not 
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many of the bulletins are of a 
proper sort, however. Few of 
them are confined to the single 
word that is readable from an 
express traveling ninety miles in 
two hours, and some are cluttered 
with all manner of fine lettering, 
the phrases of which are probably 
not made out from one year’s end 
to another by a single traveler. 
The ideal sign seems to be the 
herd of Horlick cows. Some time 
ago the Pennsylvania Railroad 
planted a hedge on both sides of 
its right of way, and jit was stated 
that this, in five years, will cut 
off the view of all this advertising. 
But it will have to grow to be a 
remarkably high hedge to accom- 
plish this, owing to the character 
of the country. Perhaps legisla- 
tors may reduce the advertising 
display before this happens. One 
notes that there are almost no 
signs in the borders of Pennsyl- 
vania, between Trenton and Phil- 
adelphia. Going east from Tren- 
ton, though, the display increases 
steadily, culminating on the Jer- 
sey meadows near New York. 
There seems to be no question in 
the minds of advertisers as to the 
profitableness of such advertising, 
for the same firms and commod- 
ities are represented year after 
year, 

Scattered along the route are 
hundreds of factories, stock farms, 
dairy farms and similar establish- 
ments, where are produced many 
commodities of general consump- 
tion, as well as machinery, sup- 
plies, etc., used in the trades and 
manufactures of the country. Few, 
in fact almost none of these estab- 
lishments, have signs on_ their 
plants telling what is made within. 
Considering the commercial popu- 
lation that travels along this rail- 
road, it would probably be profit- 
able for every manufacturer of 
supplies and machinery to ad- 
vertise by a neat, readable sign 
or lawn device. Doubtless a 
simple statement would often lead 
to business relations. The fac- 
tories making commodities of gen- 
eral consumption ought to tell 
their story also, 
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WHY COVER PAGES ARE 
VALUED. 





If a magazine had a dozen 
cover pages to sell instead of the 


regulation three, there is no doubt & 


that all would be disposed of 
months, and sometimes years 
ahead. There is not only competi- 
tion for these positions among ad- 
vertisers, but often the advertis- 
ing manager of a magazine has to 
be extremely diplomatic in selling 
the right to use them a year from 
now. No blood has ever been 
shed over the division of cover 
pages among advertisers, but 
many a healthy business hatred 
has been started thereby. So 
highly are they valued in maga- 
zines of standard size like Mc- 
Clure’s, Century, and Harper’s 
that the price regularly received 
for such positions is said to av- 
erage four times the rate for an 
inside page. On the large-paper 
women’s magazines these pages 
do not bring so great a premium. 
In such magazines the back cover 
has 800 agate lines of space, or 
nearly three times as much as the 
standard magazine with its 224 
agate lines. Advertisers are not 
willing to pay a premium on so 
great a spread. Ordinarily a 
slight charge for position is 
made, and if the inner cover 
pages are printed in colors to 
order the extra presswork is also 
charged. 

Why are cover pages consider- 
ed valuable? Because they are 
more likely to be read than an 
announcement in the body of the 
advertising section? Not at all. 
It will be found that only a cer- 
tain class of advertisers use these 
positions. A mail-order announce- 
ment is seldom found there, or 
any advertisement that seeks re- 
plies. Cover pages are general 
publicity advertising, and the 
firms that pay large premiums and 
fight for them are usually manu- 
facturing houses who wish to im- 
press retail dealers as well as ad- 
vertise their products. Some of 
the advertisers found regularly on 
the last cover page are Mennen’s 
talcum, Velvet Grip and Boston 
garters, Royal bakine powder, 
Waterman pens, Williams’ soap, 
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National Biscuit Co., N. K. Fair- 
bank Co., Colgate & Co., Parker 
Bros. games, Kodak cameras, 
Walter Baker & Co., Grape Nuts, 
Postum, Old Bleach linens, Swift 
Co., Armour & Co., etc. In- 
side covers are preferred by Ivory 
Soap, Pears, Sapolio, etc. Hand 
Sapolio is found oftenest on 
the second cover page, while 
Ivory likes ithe last page of the 
advertising section proper, facing 
the third cover page. Rubifoam, 
Libby, McNeill & Libby, Victor 
talking machines, Pillsbury and 
Washburn-Crosby flour, Cream of 
Wheat, Quaker Oats and Pearline 
like inner cover pages in the 
standard magazines, while in the 
large-paper women’s monthlies 
= spaces are taken by corset 
ads. 

Fourth cover pages have the 
value of color, usually, and this 
can be made a forceful medium 
for impressing retail dealers who 
handle the advertiser’s commodity. 
The latter may be reproduced 
faithfully where three-color work 
is used on the front cover. 
Scribner's thas often given its 
cover artist a commission to de- 
sign the advertisement on the 
fourth cover as well But where ' 
two-color work is used on the 
front cover, an advertiser must 
frequently be satisfied with green 
hams or red trees. The use of 
color on the inner covgr pages is 
not frequent, but they are prob- 
ably more prominent in position 
than the fourth cover, and valued 
on this account. 

—_ ll Or OC 
THE FIELD. 

The possibilities of banking as a 
mail-order proposition begin to open 
out when you stop to consider that 72 
per cent of the people of this great 
country of ours reside outside of the 
large cities, where they have very in- 
different or no banking facilities at all, 
and that a large portion of the remain- 
ing 28 per cent cannot obtain 4 per 
cent interest in their own locality.— 
Eagle Eye, Cleveland Trust Company. 

a oS ny 

Everyone will agree with the senti- 
ment expressed on a handy little cal- 
endar issued by North & Co., bankers, 
Unadilla, N. Y.: “The deposits of a 
bank constitute in the aggregate only 
a large trust fund, which should not 
be jeopardized by speculation or loose 


: 


business methods.” 
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A Roll of Honor 


(FOURTH YEAR.) 


No amountof money can buy a piace in this list fora paper not having the 
requisite qualification. 





Advertisements under this p are d from publisners wno. accord- 
ing to the 195 issue of Rowell’s American Newspaper Directory. nave suomitted for 
that edition of tne Directory a detailed circulation statement. duly signeu and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the 195 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (>). 











These are generally regarded the publishers who believe that an advertiser has aright 
to know wnat ne pays his hard casn for. 





(@" Announcements under this classification. if entitled as above, cost 2U cents per 
line (two lines are the smallest advertisement taken) under a YEARLY contract, $2U.80 for 
a full year, 10 per cent discount if paidwholly in advance. Weekly, monthly or quarteriy 
corrections to date showing increase of circulation can be made, provided the publisner 
sends a statement in detail, properly signed and dated. covering the additional period, 
in accordance with the rules of the American Newspaper Directory. 


Publications which have sought and obtained the Guarantee Star have the 
privilege of using the star emblem in their advertisements in the Roll of Honor at 
the regular rates of twenty cents aline. The extent and full meaning of the Star 
Guarantee is set forth in Rowell’s American Newspaper Directory in the catalogue 
description of each publication possessing it. No publisher who has any doubt 

that the absolute accuracy of his circulation statement would stand out bright and clear 
after the most searching investigation, would ever for amoment consider the thought of 
securing and using the Guarantee Star. 


ALABAMA. 


Athena. Limestone Democrat. weekly. R. H. 
Walker, pub. Actual aver. Jirst 5 mos. 1905,1,082. 


Birmingham, Ledger. dy. Average for 1905, 
2,069. Best advertising medium in Alabama. 


ARIZONA. 


Phoenix. Kepublican. Daily aver. 1904 6.889. 
Leouard & Lewis, N. ¥. Reps., Tribune Bldy. 


Denver, Post, daily. Post Printing and Pub- 
lisning Co. Arer, fur 1905, 44.820; Sy. 60.104. 
Average for Jun. 1906, dy. 47,737; Sy. 64.776. 


i The absolute correctness ofthe latest 
circulation rating accoraed 
the Denver Post is guaran- 
UA teed by the publishers of the 
Onn American Newspaper Direct- 
TEED ory, who will pay one hun- 











ARKANSAS. 


Fort Smith, Times. dy. Act. av. 1905, 8,781. 
Actual aver, for Oct., Nov. aud Dec., 1905, 8,968. 


CALIFORNIA. 
Freano. Evening Democrat. Arerage April, 
6,195. Williams & Lawrence, N. Y. & Chicago. 


Mountain View. Signs ofthe Times. Actuai 


weekly average for 1905, 22.550. 

Oakland, Herald. Average. 
10,285. Ouly Pacitic Coast 
daily circulation guaranteed by 
Rowell’s American Newspaper 
Directory. 


Oakland, Tribune,evening. Average for 12 
months ending December ‘4, 1905, duily 18,481. 


UA 
on 
TEED 





The Billboard. America’s Leading Theatri- 
cal Weekly, San Francisco office, 37 Phelan, 806 


Market St. Rube Cohen, Mgr. 


San Francisco. Call, d’y andS’y. J. D. Spreck- 
els. Actual daily average for year ending 
Dec. 1905, 62,941; Sunday, 83,8135. 


San Francisco. Sunset Magazine, monthly, 
literary; two hundred and eight pages, 5x8. 
Circulation: 1904,° 48,916: 11 months 1905, 
59,545. Home Offices, 431 California Street. 








San Jose. Morning Mercury and Evening 
Herald § Arerage 1904, 10,575. - 
COLORADO. 


Denver, Clay’s Review, weekly; Perry A. oe. 
Actual aver. for 1904, 10,926, for 1905, 11,688. 








dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 

Ansonia, Sentinel, + Aver. for 1905, 5.022. 
E. Katz, Spec. Agt., N. Y. 

Bridgeport, Evening Post. Sworn 
1905,11,025, E. Katz, Spec. agt.,. N. Y. 

Bridgeport. Telegram-Union. Sworn daily 
ar, 195.10,171. E. Katz. Spec. Ayt.. N.Y. 

Meriden, Journal, evening. Actual average 
for 1904,7,649, . 


Meriden. Morning Kecord and Republican. 
daily average for 1905, 7.587. 


daily av. 


New Maven. Evening Register. daiiy. Actual 
av, for1905,18,711: Sunday, 11,811. 

New Uaven, Palladium, dy. Arer.1904,7.857; 
1905, 8.636. E. Katz, Sp. Agt..N.Y. 

New Ilnven, Union. Average 1905. 16.209. 
Dec., 1905, 16,888. E. Katz, Spec. Agi., N. Y. 

New London, Day, ev’g. Aver. 1905, 6,109, 
E. Katz., Spec. Agt.,N. Y. 

Norwalk, Evening Hour. Daily arerave year 
ending Dec.. 1904,%.217%. Aprilcirc., as certified 
by Ase’n am. Adv’rs.all returns deducted, 2,869. 

Norwich. Bulletin, morning. Arerage for 
1904, 5.850; 195, 5,920; Dec., 6,122, 

Waterbury. Republican. dy. Arer. for 1904. 
5.770. La Coste & Maxwell Spec. Agents, N. Y. 


DELAWARE. 


Wilmington, Every Evening. Average r- 
anteed circulation for 1904, 11,460, salen 
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DISTRICT OF COLUMBIA. 
Washington. Evening Star, daily and Sun- 
day. Daily averuge for 195. 85.550 (O©) 
FLORIDA. 
Jacksonville. Metropolis, dy. Ar. 1904, 8.760. 
Average (915,5,930. E. Katz, Sp. Agent. a.% 
GEORGIA. 


Atlanta. Constitution. D’y ar °04, 88,888; 
Wy 107.925. Aug. 05, Vy 40,723; Sy 50,102, 


Atinnin. Journal, dy. Av. 1905,46.088. Suu- 
day 43.998. Semi- ‘weekly 56.781. 
Atiunta. News Actual daily err ae 


24.230. S. C. Beckwith. Sp. ag., N. Y. & 


Auguata, Chronicle, Only morning paper. 


1905 average. 6,048. 


Nashville, Herald. Arerage for March. April 
and May, 1.375. Richest county in So. Georgia, 


ILLINOIS. 


Catro. Citizen. Bate Average 1905, 1,052, 
weekly, 1904, 1,127 


Champaign. News. Oct. and Nov., 1905,no issue 
ay and w’kly, 6,200, 


of daily less than 8.010; 


Chienage. Bakers’ [lelper, monthly ($2.00). 
Bakers’ Helper Co. Arerage for 1904,4.100(@O0). 

Chienago Breeders’ Gazette. weekly, $2.00. 
Averaye circulation 1905. to Dec. sist, 66,605. 

Chicago. Farmers’ Voice and National Rural. 
Actual aver., 1905, 80.700, Jun.,, 1906, 42,460. 

Chicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual areraye 1904, 13.750. 

Chieago. Inland !’rinter. Actual average cir- 
culation Jor 1904, 18.812 (OO) 


The Billboard. America’s Leading Theatri- 
cal Weekly. ‘“hicago office, 87 South Clark St.. 
Suite 61. ’Phone Central 5934. W. A. Patrick Mer. 





Chicago. Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90,000, 
The count made Oct. 20. 1905, showed 85,120 
paid subscribers. leachesnearly 90% of the post- 
offices in Nebraska; 80¢ of the postoffices in 
Illinois. Michigan. Wisconsin, Iowa and Minn- 
esota; half the postoffices in Indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 


Chicago. Examiner. Arerage for 1905. —— 
copies da:lu; 9% of circulation in city; 
larger city crrculition than any two other Chi- 
cago morning papers combined. Examined by 
Association of American Advertisers. Smith & 
Thompson, Representatives. 





Ohieago, Record-Herald. Arerage 1904, daly 
145.761. Sunday 199.400. Average 1905, daily 
146.456. Sunday 204.559. 
t2"The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory. who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 
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Chicago. System. monthly. The 
pub. Eastern office | Madison Ave., 
for year end.. Feb. 1905, 85.750, Issue Sor Sept 
1905, 60.200. 


aren ya 


Actual average cir- 


Kewanee. Star-Courier. 
298. 


culation, 195, duily, 3.297. weekly, 1.2 





Peoria. Evening Jcournal, a! p= Sunday. 
Sworn daily average Jor 1905, 18. 


Peoria. Star, evenings ana Sunday morning. 
Actual average fur 1904, d'y 21.528. ‘S’y 9.957. 


. INDIANA. 


Evanaville. Journal-News. Ar. for 1905, 14.« 
040. Sundays over 15,000, E. Kate. Ss. AN. A 


PRINTERS’ INK. 








Marion, Leader, daily. W. B. Westlake, pub 
Actual average Jor year 1905 5,623, 

Muncie. Star. Averuye 1905 daily, 27,500. 
Sunday 16,908, 

Notre Dame. The Ave Maria. Catholic weekly. 
Actual net average Sor 195, 24.390, 

7? nl Sun-Telegram. Sworn ar, 


o- 
ee 


Rents Bend. Tribune. Sworn daily ar erage, 


1905, dy. 


1905,%.205. Sworn aver. for Jan., '06, 7,42 
IOWA. 
Clinton, Advertiser, Average Dec. 1905, 


City Circulation, 8,048, which is 
double that of any other paper. 


Davenport. Times. Daily arer. Dec,, 11.408, 
Circulation in City or total guaranteed greater 
taan any other pauper or no pay Jor space, 


Des Moines. Capital, uaily. Jpedaees fous 
publisher. Actual average sold 1%5 SY. 
Present circuiation over 40.006, City and State 
circulation larvest in Iowa. More local advertis- 
ing in 1905 iu 342 issues than any compet.tor im 





365 issues. The rate sive cents a line. 
Keokuk. eeeedanies Daily av. 1904, 8.1453 
1905, 3.406. 


eae. Journal. Daily ar. 
Semt-veekly 8,098. 


Sioux ie aa daily. a Sor 1905, 
sworn, 24.961, «av. sor 1905 26,518. 
Prints most news and most foreigi and local ad- 
vertising. Read in sv per cent of the homes in city. 

Sioux Olty. Tribune. Evening. Net sworn 
daily, average 1905, 24,287 : Dec., 1905, 25.854, 

The paver of largest paid circulation. Ninety 
per cent of Sioux City’s reading puhlic revds 


1905, 5,282. 


the Tribune. Only Lowa paper that has the 
Guaranteed Star. 
KANSAS. 
MUutchinaon. News. Daily 1905, 8.485. E. 
Katz, Special Agent, N. Y. 


KENTUCKY. 

Harrodsburg. Democrat. Put it on your 1906 
list; 3c. per 1,000; Al. Proven av. cir., 8.582. 

Lexington, Leader. Ar. ’05. evg. 4.694, Sun. 
6.168, £. Katz, Spec. Agt. 

Loniaville. Times. Daily average year ending 
June 30, 1905, 86.025 (). Beckwith Agency, Rep. 

Paducah, Journal of Labor, wkly—Accepts 
only the best class of advertising and brings 
results trom the best class of wage-workers. 


LOUISIANA. 

New Orleans, Item. official journal of the 

vity. Av.cir. jirst eight months 1905, 22,095, 
MAINE. 

Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average sor 1904, 1.269,641, 

Augusta. Kennebec Journal, dy. an 
Average daily, 1905. 6.986, weekly, 2.090, 

Be ge Commercial. Average Jor 1905, daily 

9.4538. weeirly 29,117. 

ieee er. ~~ Observer. 
average 1905, 2,01 

Lewiston, erent Journal, daily. 
1905, 7.398 (© ©). weekly 17.448 (O ©). 

Phy MaineWoods ana Woodsman. weekly. 

. W. Brackett Co. Arerage for 1905, 8.077. 


Portland, Evening Express, Average for 1905, 
daily 12.005. Sunday Telegram, 8,428. 


MARYLAND. 

Baltimore, American, dy. Aver. to June 30.05, 
64,068. Sun., 58.318. No return privilege. 

Baltimore. News, daily. Evening News Pub- 
lishing C wee ” Average 195, 60.678. For 

anuary, 1906, G1,128, 

The absolute correctness of the 

latest circulation rating accorded 





wy 


Actual weekly 


Aver. for 


Guan the NEws is guaranteed by the 
ubdlishers of Rowell's American 

te Eo ewspaver Directory. who will 
pay one hundred do tt ag the 


Jirst person who successysul 
troverts its accuracy. 


ly con- 























MASSACHUSETTS. 
Boaton. Globe. Average 1905. daily, 192.584. 
Sunday, 299.648. “Largest Circulation Daily 
of any twocent vaper in the United States. 
400,000 more circulatic on Po other Sunday 


pauper in New E vert ts go in 
moruing and asternoon editions for one price. 


&@ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
the American Newspaper 
Directory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


Boaton, Evening Transcript (O©). Boston’s 
tea table paper. Largest amount of week-aay adv, 
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Boston, Post. A:eruge for Jan., 1906, Boston 
Daily Post.229.293; Boston sunday Post, 217.+ 
O21, Daily gain over January, 4905, 17.627 
Sunday ort ice January. 1905, 5.486. Fla 
rates, r. 0. aily. 20 cents; Sundau, 18 cents. 
ind aaa Hh. Table Paper of New Eng- 
an 


Fall River. News. Largest cir’n. Daily av. ’05, 
6,668 (2). Robt. Tomes, Rep., 116 Nassau St.. N.Y, 


Springfield. Farm and Home. National Agri- 
cultural semi-monthiy. Total paid circulation, 
872.564. Distributed at 59,164 postoffices. 
Eastern and Western editions. All advertise- 
ments guaranteed, 


Springfield, Good Housekeeping, mo. Aver- 
age 105, 206.088. No issue iess than 200,000. 
All advertisements guaranteed. 


Ph i og New England Homestead. <j 
Pala ire agricultural weekly in New . 2 
i circulation, 40,000. Reaches every post- 

ot ce in Mass.. R. I.. and Conn., and all in Ver. 
mont, New Hampshire and Maine. except afewin 
the woods. All advertisements guaranteed, 

W oreeaster. Evening Post, daily. Worcester 
Post Co. Average for 1904. 12,617. 


Woreeater. £’Opinion Publique, daily (© ©). 
Paid average Jor 1905, 4,253. 
MICHIGAN. 


Adrian. Telegram. Dy. av. last three months 
1905,5,171. Payne & Youngs, Specials. 





Grand Rapida, Herald. Arerave daily issue 
last six months of 1904, 28.661. Only morning 
and only > its field. Grand Rapids 
(pop. 100,000) and Western estern Michigan (pop, 750,000). 


Grand Rapids, Evening | Press dy. Average 
1905, 46,456, Covers Western Michigan. 


Jackson, Morning Patriot, average January 
1906, 5,800; Sunday, 5,917; weekly. 2.964, 


<alamazoo. Evening Telegraph. Last 6 mos. 
1905, dy. 10.459, Dec., 10.981, 8.-w. 9,969. 


Saginaw. Courier-Herald, daily, Sunday. 
Average 1905,12,394: Junuary, 1906, 18.681. 


Saginaw. Evening News. daily. Average for 
1905,16,710. January, 1906,18,781, 

Sault Ste. Bart. Evening News. daily. Av- 
erage, 1904,4.212. Only daily in the two Soos. 


MINNESOTA. 


Minneapoiis, farmers’ Tribune. twice a- a. 
W.J. Murphy, pub. Aver. for 1905, 46,42 


Minneapoiis, Farm, Stock and Home, semi- 
monthly. Actual average 1904,79.750. Actwai 
average 1905, 87,187. 

The absolute accuracy of Farm, 
Stock & Home’s circulation rating 
is guaranteed by the American 


ov UA ne) ‘Newspaper Directory. Circulation is 
practically confined to the farmers 
re to of Minnesota. the Dakotas. Western 


Wisconsin and Northern Iowa. Use 
it to reach section most projitably. 


PRINTERS’ INK. 
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Minneapolis. Journal, Daily and Sunday. 
Journal Printing Co. Daily a Sor 1903, 
S7.039: 1904, 64.888; 1905, 67.588. Jan.. 
1906, 68,815. The Sunday Journal circulation 
for January, 1905 wasas folimes: Jan 7, 62.« 
1553 oo 68,750; Jan. 2/ 64,182; Jan. 


28, 67,50 
The absolute accuracy oe the 
Journal's circulation rate ts 
A guaranteed by the American joe. 
aL paper Directory. reaches a 
AN greater number of the purchasing 
TEED lasses and goes into more homes 


tha:t any Pa r in its jield. It 
brings results. 


Minneapoiis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1905,51,512. 
Minneapolia Tribune. W. J. Murpby pub. 
Est. 1867. Oldest Minneapolis daily. The Sunday 
Tribune ar nae per issue sor the lust six montns 
of 1905, was 79.928. The daily Tribune average 
oe sete for the last ‘x months of 1905, was 

hd 
cIRCU LATN The Evening Tribune is guar- 
anteed to have a laryer_circula- 
tion than any vther Minneap- 
olis newspaper’s evening edi- 


GUA tion. The carrier-delirery of 
AN the daily Tribune in Mimneap- 
TEED olisis many thousands greater 


j than that of any other 

paper. The city circulation 

by Am. Newse- alone exceeds 43.000 daily. The 

paper Direc- Tribune ia the recognized 

tory. Vant Ad paper of Minne- 
apoila. 


news- 


St. Paul, The Farmer, s.-mo. Rate, 40c. per 
line, with discounts. Circulation for six months 
ending December, 1905, 92.625. 


St. Paul. Dispatch. Average net sold for year 
1905, 60,568 daily. 


St. Paul. Volkszeitung. Actual average 1905, 
dy. 14.221. wy. 27.870. Sonntagsdlatt 27.880. 


MISSISSIPPI. 


Hattiesburg. Progress, ev’g. Av. 0’y circ.,y’t 
end’g Jan., 1905, 2.175. Pop, 14,000, and growing. 


MISSOURI. 
Kaneae Clty, Journal, d'y ard w’y. Average 
for 1905, daily 65,446, weeriy 205,001. 


Joplin. Globe, daily. sverage 1905, 18.594, 
Dec.,'05, 14,088. E. Katz, Special Agent, N. Y. 


&t. Joseph, News and. Press. Circ. ist 6 mos. 
1906, 85,528. Smith & Thompson, Hust. Rep. 


St. Louis. National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). Eastern office, 59 Maiden Lane. 


&t. Louisa, National Farmer and Stock Grower, 
monthiy. Average for 1902, 68.588: average sor 
1903, 106,628: average for 1904, 104,750. 

MONTANA. 

Butte. [nter-Mountain. Sworn average daily 

circ’n 1905.11,776. Aver. Dec., 1905,12.698, 


NEBRASKA. 

Lineoin, Daily Star, evening 
and Sunday morning. -ictual 
P daily average for 1904,15.2389. 
For 1905, 16.409. Only Neb- 
raska paper that has _ the 
Guarantee Star. 





Lincoln. Deutsch-Amerikan Farmer. weekly. 
Average 1905, 147.0382. 


Lineoin, Freie Press, weekly. 


Actual average 
for 1905, 150.784 


Lineoin. Jcurnal and News. Daily average 
1904, 26.388; February, 1905, average, 28,055. 


NEW HAMPSHIRE. 








Nashua. Telegraph. The only daily in City 
Sworn aver. for Sept. and Oct., 1905 4,204. 
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NEW JERSEY. 


Elizabeth, Journal. Av. 1904. 5,522: Jirst 
6 mos. 1905. 6.8138: last 6 mos. 1905. 6,718. 

Jersey City. Evening Journal. "ad Sor 
1905,22.456. Lust 5 mos. 1905, 25,408 


Newark. Evening News. Evening News Pub. 
Co. average sor 1905, 60.102; Jan. 06. 62,405, 


Trenton. Times. Ar, 1905, (net) 16.458. Dec., 
05, av, 17.228. Returns, spoiled not counted. 
NEW YORK. 


Albany. Evening Journal. Daily average for 
1905, 16.512. Jvsthe he leading paper. 


Albany. Times-Union. every evening. Est. 1856, 
Average for 195, 84.689; December, 35,479. 

Binghamton, Evening Herald, daily. Herald 
Co. Aver.jor year end. June, 1905, 12,289 (3%) 


Buffalo. Courier, morn, Av./905, Sunday 86.- 
774; daily 48.008; Enquirer, even.. 31.027. 


Buffalo. ee ® "tee Daily average 1904, 
88.457; 195 94.6 


Corning. ie. evening. 


G.2ES83 195,606.58 


Cortinnd, Democrat, Kridays. Fst.1840. Aver 
1905, 2.126. Only Dem. paper tn county. 


Arerage, 1904, 


Glena Faila, Morning Star. Average circula- 
tion, 1904, daily 2.292. 


LeRoy. Guzette, est. 1826. Av. 1905, 2,287. 
Largest wy.cir. Genesee. e. Orleans, Niagara Co.’s. 


Mount Vernon. Dail Argus. Averaye 195, 
8.218. Westchester County’s leading paper. 


Newburgh. News. daily. Ar. 1905, 5.160. 
3,000 more than all other Newb gh paperscomoined 


New York City. 
American Magazine (Leslie’s Monthly), Pre- 
sent average circulation, 256.10. Guaran- 
teed arerage, 250,000. Excess, 78.296. 


New York, American Agriculturist. Best 
farm and family ayricuitural weekly in Midale 
and Southern States. Circulates 100.000 cop- 
ies weekiy, of which 95.468 are actual paid 
subscribers, as wp 3 count of June 1, 1905. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York include ever 7 eee in the State. In 

77% of all the postoffices; in 
Delaware be in Pennsylvania 74%, in Ohio 854, 
and to 20% to 40% of tue postoffices in the Southern 
States. All advertisements guaranteed. 





Army & Navy Journal. Pst. 1863. Actual weekiy 
arerage for 52 issues. 195. 9.442 (OO). 


Baker’s Review monthly. W.k. Gregory Co., 
publishers. Actual arerage for 1905 5.008,. 


Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Arerage for 1904.37.025. pres- 
ent cerculation, 50.000, 


Chopper, weekly (Theatrical); ° Frank rr 
Pup. C9,, Lta. Aver. for 195, 26,228 (O@ 


Gaelic American. «eekly. 
1904. 8.179; for 1905. 28,989 


Haberdasher, mo., est. 1881. Actual arerage for 
1905, 7,166. Binders’ affidarit and Post Office 
receipts distributed monthly to advertisers. 


Hardware Dealers’ Magazine. morthly. 

In 1995, average :ssrve. 19.020 (© ©). 

D. T. MALLETT. Pub.. 253 Broaaway. 

Leslie's Weekly. Actual arer.venrend. Aug 
1904, 69.07%. Pres. ar. over 85.000 weerly. 

Music Trade Review. music trade anc art week 
ly. Areruge for 1904, 5.509. 


The Billboard. America’s Leading Theatrics] 
weekly. New York Office. 1440 Broadway. Wal- 
ter K. Hill. Mgr. thene 1639 Bryant. 


‘aoe arerage for 





The People’s Home Jour al. 544.541 monthin 
Good Literature, 444.667 monthly, erage cir- 
culations for 19%5—all to paid-in-adrance sub- 
scribers. F. M. Lupton, pubiisher, 











PRINTERS’ INK, 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1003, 
11,001. Actual weekly 
average for 1904, 14, 
918. Actual weekly av- 
erage for 1905, 15,090 
copies. 


The World. Actual aver. for 1905, Morn,. 205, 
490. Evening. 71.706. ‘Sunday,’ 411.074. 


The Tea and Coffee Trace Journal. Average 
errculation for 1905, 4.205 (3); March, 196, 
issue. 6.694 (2k). 


The Wall Street Journai. Dow. Jones & Co., 
publishers. Daily average 1905, 13.158. 


Rochester. ase and Comment. mo. Law. Av. 
for 1904, 30.000 ; 6.uears' average. 50.108, 


Seheneetady, Gazette. daily. A. N. Liecry. 
Actual average Sor 1904, 12.574; 1905, 15.058. 





Syracune, Evening fleraid. daily. Herald Co., 
pub. Aver, 1905, daily # 2. Sunday 40.098. 





Ttiea. National Electrical Contractor, mo. 
Average for 1905, 2.645. 

Utten, Press. daily. otto 4, Meyer. publisher, 
Average for 195. 14.339, 


NORTH CAROLINA. 


aera. Bit lical Recorder, weekly. Av. 19°38, 
S872. Ar, 194, 9.756. Av. for #5. 10.206, 
antes, Evening Times. Leads all afternoon 
papers in circulation between Richmond and 
Atlanta, Full A, P. dispatches. Actual daily 
average 1905, 4.2513 weekly Times, 2.040. 


OHIO. 


Ashtabula. Amerikan Sanomat. Finnish. 
Actual average for 1905. 10.766, 
Cleveland, Engineers’ Review. Actual cir. 


for 1905, 250,650; monthiy arer, 20,888 copies, 


Cleveland. Plain Dealer. Est. 1841. Actual 
daily averaue 1904, 79.460: Sunday 68,198, 
Jan,, 1905, 67.777 daily; Sunday, 79.187. 


Dayton, Herald, evening. Circ., 1905. 17,518. 
Laroest tun Dayton, para at full rates. 

m3. Billbourd. America’s Leading Theatrical 

Weekly. Cincinnati, New York, Chicago. 

Youngstown. Vindicato:. D'v ar, ‘05. 12.9103 
Sy. 10,178: LaCoste «¢ Marwell. N Y. & Chicagv. 

Zaneaville. ‘rimes- Recorder. Sworn ar. ist 6 
mos, 1905.10.42 Guar’d doubie nearest com- 
petitor and 50% re “earcess combined competitors, 


OKLAHOMA. 
Oklahoma City. The Oklahoman. 1905 aver. 
11,161. “Dec,. ’05,11.980. EH. Katz. Agent, N.Y. 
OREGON.’ 
Portland, Journal. Dy. and Sy. Actual aver. 
Jor Dec., 1905, 24,053. aver. year '05. 21,926. 
PENNSYLVANIA. 


Oheater. Times, wee 'y. Averave 1905, 7.740, 
N. Y. office, 220 B’way, F.R. Northrup, Mgr. 
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Erle. Times, daily. Aver. for 1905, 15.248, 
January. 196, 16.252. E. Katz. Sp. Ag., N. Y. 


Harriaburg. Telegraph. Sworn ar., Jan.. 18.- 
884. Largest paid pcsiacinin in Hb g, vr no pay. 


Philadelphia, The Press is 
the Great Home Newspaper. Be- 
sides the Guaran' tar, it has 
the Gold Marks and is cn the Roll 
of Honor—the three most desir- 
able distinctions for any newspa- 
per. Average sor year 105—Diwily 
106.600; Su:day average Jan 
uary, 1906, 147,665. 


Philadelphia. Contectioners’ Journal. 
Av. 1904, 3.004: 1905, 5.470 (OO). 


The circulation of 


THE 
PHILADELPHIA 


BULLETIN 


is larger than that of any 
daily newspaper 
published in the 
State of Pennsylvania. 
NET PAID DAILY AVERAGE FOR 
THE YEAR 1905, 


211,134 « COPIES A DAY 


“The Bulletin’s” circulation figures 
are net; all damaged, unsold, free and 
returned copies have been omitted. 


WILuiamM L. MCLEAN, Publisher. 


Philadeiphia., Farm Journal, 
mootnaly. Wilmer Atkinson Com- 
pany, publisners, Ave:age for 
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mo. 








5, 63.266. Printers’ Ink Qa) 
aiodrded the seventh Sugar Bowl AN 
to Farin Journal sor the reason TEED 


that~ ‘that paper. among ail those 
“publisned tu the Un-ted States, 
“has oeen pronounced the one 
Pct best — he purpose as 





“yor the sorecultaral popuia- 
“tion, and as an effective and 
“economical medium Jor com- 
“municat:ng with them 
“through its advertising coumns.” “Unlike any 
other paper.” 
Philadelphia, German Daily Gazette. ver- 
circulation 1st 6 mos.,/905, daily 50.996: Sunday 
40.155; sworn statement. C Cir. books upen, 


THE PITTSBURG 
POST, 


the largest daily (morning) 
and Sunday circulation in 
the city of Pittsburg, 
never made use of premiums 
or gift enterprises as circula- 
tion getter. It goes to the 
bome of the buyer. The Western Pennsyl- 
vania field cannot be covered without the 
lost. Objectionable advertising is eptteded 
from its columns Circ., dy, 60,026, S. 71,255. 
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Weat Chester. Local News, 


daily. W. H. Hodgson. srerayefor 
1905, 13290, In its 34th year. 
Independent. 1s Chester County 


He 
aud victuity for its field. Devoted 
to home news. henzé 18 a home 
paper. Chester County is second 
Se the Stu te in agricultural wealth 
Willlams«port, Grit. America’s Greatest 
Weeilu, Average 1905,226.71%. Smith & Thomp- 
son. Keps., New Yoric and Chicag 0 

York. Dispatch and Daily. Average for 1905, 

18,551. Enters two-thirds of Yori homes. 


RHODE {SLAND. 

Pawtueket. Evening Times, Average cir- 
culation, 16.839 Jor 19065. 

Providence. Daily Journal, 17.290 (@©). 
Sunday,20. 486 (QO). Evening Bulletin’ 2.336 
averaye 1904. Providence Journai Co.. pubs 

an eaterly. Sun. Geo. H. Utter, pub. Aver. 1905, 

467. Largest circulation in Southern R. 1. 
TENNESSEE. 
Knoxville Journal and Trib- 
une. Daily average year ending 
Dec. 31, 1905. 13.013 (ss). Weexly 


Aera areruge 1904, 14,513 
AN One of only three papers in 
TEED the South. and o ly paper in 


Tennessee awarded the Guarantee 
Star. The leancer m news, circula- 
tion, influence und advertising patronage. 
Memphia, Commercial Appeal, daily. Sunday. 
weekly Average 1st 9 mos, 1905, daily 89.120. 
Sunday, 55.497. weerlu, 81.822. Smith & 
Thompson, Renresentatirves N. Y & Chicano. 


January Advertising 
in Memphis 
Commercial Appeal 


Local Foreign Classified Tot. In. 
1906 23038 5,896 8,826 37,760 
30,452 
7,308 














Total for January, 1905, 
Gain over January, 1905, 


News-Scimitar 
2,047 2,520 4,590 19,157 


Total for January, 1905, 24,837 

Lost from January, 1905, 5.680 
Excess of COMMERCIAL APPEAL 
over Mews-Scimitar: 


Local Foreign Classified 
10,991 3,376 4,236 


SUMMARY. 

The CommerciAL ApPEAL carried almost 
100 per cent more advertisers in January, 1906, 
than the Aews-Scimitar, same number of 

ublication days. The CoMMERCIAL APPEAL’S 
Oe al advertising was 4,000 inches more than 
the combined local and foreign advertising of 
the News-Scimitar. The CoMMERCIAL ApP- 
PEAL gained 30,452 inches as against January, 
1905, while the Mews-Scimitar lost 5,680 
inches. 


THAT TELLS THE STORY! 
RAIDS NA ORRIN 


Nashville. Banner, Sas Aver. for vear 1908, 
18.772: for 194, 20.708. Average March, 
April, May, 1906, 81.887, 


1s0g 


Total 
18,603 
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SOUTH CAROLINA. 


Oharieaton, cel Post. Actual dy. aver- 
age for 1905, 4.305. 


Coinmbia, State, Actual aver- 
age Jor 1905, taily 9.587 copies 


6 AB& (OO); sem:-weekly, 2,625. Sunday 

AN 05, 11.072 (OO). Actual average 

MAA July to Dec. 31. 05, daily 10,1533 
Sunday 11.524. 
TEXAS. 

Denton. Record and Chronicle, Daily av. 


1905, 947. Weeklu av.. 3,141. The daily and 
weeily reach nearly 80 per cent of the tax paying 
Samilies of Denton county. 


El Paso. Herald. Av.’04.4,211: June’0s, pe 
Merchants’ canvass showed HERALD in 80¢ of E 
Paso homes. Only El Paso paper eligible to Noll 
of Honor. J.P. Smart, 150 Nassau 8t., N. 





San Angelo, Standard, ¥ weekly Average for 


1904, 2.90 
VERMONT. 


Barre. Times, daily. F. £. Langley. Arer. 1905, 
8.327, for last sic mouths, 1905,8.691, 


Burlington, Daily News, evening. Actual 
daily average 1904, 6.018 ; 19/5, 6.886; Decen.ber, 
1905, 7.491 


Burlington, Free Press. Daily av. 04, 6.682 ; 
05, 6.558. Largest city and State circulution. 
Exammed by Assoc’n of American Advertisers. 


Rutland, egal. Average 1904, Ar- 
erage 1905, 4.286. 


» Oe 
3,527. 


St. Albans, malign daily. Actual average 
1. 


Sor 1905, 3,05 


VIRGINIA. 
a Arerige 1904, 9.400; 1905, 
11,660. dsav 12.656, Largest circu’n 
Norfolk, Landmark (0). 
paper. Circ. genuine. Nopads. VanDoren. Sp’l. 
Richmond. News Leacer, afternoons. Actual 
daily average 1905, 29.548 (see American News- 
paper Directory). It has no equal in pulling 
power between Washinaton and Atlanta. 


Norfolk. 


Leading home 





Riehm ond, Tnnes-Dispatch, 
mornin; 


yom 9 daily average year end- 


La ing December. 1904,20.172. High 
AN price circulation with no waste 
TEED or Gupiontion. In ninety per cent 

f Richmond homes’ The State 
paper. 
WASHINGTON. 
Olympia. Recorder—evening. Just increased 


to 6 pages daily, 12 pages Sat Saturdays. 


Tacoma, Ledger. Daily ar aroor 1905, 15,3443 
Sunday, 20.885: weekly, 9.642 


Tacoma. News. Daily average 6 months end 
ing May 31,16,827. Suturday issue, 17,495. 


WEST VIRGINIA. 


Parkersburg. Sentinel. daily. R.E. Hornor, 
pub. Average Jor 1904, 2.820 


2.820. 

Wheeling. News. Daily paid cire., 11.196. 
Sunday paid ec:re., 11.88%. For 1905. Guaran- 
tees a paid circulation equal to any other two 
Wheeling pupers combined. 


WISCONSIN. 
Janesville. Gazette. d’ly and s.-w’y. Cire’n— 
average 1905. daily 8.149: semi-weekly 8,059, 


Madison. State Journal, dy. C:rculation aver- 
age /905,3.482. Onlyasternoon paper. 
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Milwaukee, Evening Wisconsin, d’y. 
26.648 (©©). 


Milwaukee. Journal, asily. Journal Co.. 
Average 1915, 40.817; January, 1906, 40,884, 


Av. 1905, 


pub. 


Northwestern. dauy. <Averaye for 
First eiuht months 1905, 7.608. 


Milwaukee. The Journal. Ar- 
erage 1905. 40.51%. The pard 
A dai circulation of The Mil- 
GUAR wau ee Journal is double that 

any other evening and more 

TEED y an is the paid circulation of 

any Milwaukee Sunday news 
paper, 


T" WISCONSIN 
Agricorrorist. 


Racine. Wis,, Est. 1877; only Wis- 
consin paper whose circulation 
1s guaranteed by the Am. News- 
paper Directory. Actual weekly 
arerage for “a ae «254: for 195, 


Oxnhkonh, 
1904, 7.251. 
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41.748. fice. Temple 
Court. W.C. Richardson, Mgr. 
WYOMING. 
Cheyenne, Tribune. Actual daily average net 
Sor 195, 4.511 
BRITISH COLUMBIA. 
Vancouver. Province. daily, Arerage for 
. S.687; Jan.. 1936, 9.367. H. DeClerque. 


8. epr., Chicayo and New ¥ ork, 


Victoria. Colonist, daily. Colonist P.& P 
Co. Aver. for 1904, 43.56 (3) ; for 1905, 4.802. 


MANITOBA. CAN. 


Winnipeg. Free Press, daily and weekly. Av- 
erage for 195. daiy, 80.048; - Weemy, 14.654, 
Daily, January, 196, 82.86%. 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
all the mt ye : - population of 200 


its exclusive fi Av ae Sor 1905, 18,682: 
FOR LAST ‘SIX MONTHS. 15.718. 
Winnipeg. Telegram. Duily av ’05, 18,707; 


last three mouths 20,577. (Sat. 2 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
October, November, December, 1904, 6.091. 
NOVA SCOTIA. CAN. 
Walifax, Herald (©@) and Evening Mail. 
Circulation, 1905, 15,5538. Flat rate. 
ONTARIO. CAN. 


Toronto. Canadian Implement and eens 
Trade, monthly Average Jor 195, 6.088 


23,000). 


Toronto, The News. Sworn arerage daily 
circulation for year ending Dec. 30. 1905, 88.282. 
Advertising rate 66c per inch. Flat. 

—_————4 


Yoronto. Star, daily. Daily average De- 
cembsr, 1905,41,091. 
QUEBEC. CAN. 


Montreal. La Presse. La Presse Pub. Co. 
Lta., publishers. .ictual areraye 1904. eS 
80, 259: Av. Mar., '05, 95.826. Sat... 118.892 


Graham &Co, Ar, 
5.240, Av. for 195, 


Montreal, Star. dy. ag 
for 1904, dy. 56.795. wy. 1 
dy. 58.125; wy. 126, a 


Sherbrooke. Daily posers. 


Average 1905 
6,152: December, 1905, 6,658. 











We desire to say that we have 
proposition. 
February 17, 1906. 





A PAYING PROPOSITION. 


I. R. ARBOGAST, Fort Smith, Ark., Zimes. 


found the Roll of Honor a paying 
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(OO) GOLD MARK PAPERS@O) 





Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa- 
per Directory, one hundred and twelve are distinguished from all the others by the so-called gold 


marks (@©©). ‘ 
Announcements under this c fication, fro 


hiieati 


having the gold marks in the 





Directory, cost 20 cents per line per week, two lines (tbe smallest advertisement accepted) cost 


$20.80 for a full year, 10 per cent 


iscount, or $18.72 per year spot cash. if paid wholly in advance. 





WASHINGTON, D.C. 
THE EVENING AND SUNDAY STAR (@©). 
Reaches 90% of the Washington homes. 
GEORGIA, 
ATLANTA CONSTITUTION. Aug.. 1905, Daily 
40.723 (OO). Sunday 50.102, Wly 107,925. 


ILLINOIS. 
GRAIN DEALERS JOURNAL (QO). Chicago. 
Largest circulation; best in point of quality. 


BAKERS’ HELPER (© ©), Chicago. only “Gold 
Mark’ baking journal. Oldest, largest. best 
known. Subscribers in every State and Territory. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (© ©) 

Best paper in city ; read by best people. 
MASSACHUSETTS. 

BOOT AND SHOE KECORDER, Boston (© ©) 
greatest trade paper; circuation universal. 

BOSTON PILOT (O), every Saturday. Kowan 
Catholic. Patrick M. Donanoe, manager. 

BOSTON EVENING TRANSCRIPT (©©), estab 
lished 1830. The only gold mark daiiy in Boston. 

Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America, 

TEXTILE WORT.D RECORD (QO), Boston. is 
the “bible” of the textile industry. Send for 
booklet. “The Textile Mill Trade.” 

WORCESTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA. 


NORTHWESTERN | MILLER 


(©) Minneapolis, Minn ; ear. Covers 
milling and flour trade ‘dae over Leng RA world. The 
only “Gold Mark” milling journal (OO). 


NEW YORK. 


THE NEW YORK TIMES (©©0), 
metropolitan circulation. 


BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©). Rochester, N.Y. 














Over 100,000 


NEW YORK HERALD (@©). Whoever men- 
— America’s leading mowepelers mentions 
he New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. Taese people read the - 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservatrve, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa bigh- 
grade advertiser 


ELYCTRICAL W:iRLD (© ©), established 1874. 
The great international weekly. The consolida- 
tion of the ELECTRICAL WORLD AND I.NGINEER 
pase AMERICAN ELECTRICIAN. Average circulu- 
tion, 1905: ELECTRICAL WORLD AND ENGINEER 
{ weeks), 13,702; AMERICAN ELECTRICIAN (month- 
yD, 





Olle, 

CINCINNATI yee ge ER(@©O). Great--influ- 
ential—of world-wide fame, st advertising 
meaium in prosperous Middle West. Rates ana 
information supplied ov Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 


THE PRESS (©©) is Philadelphia's Great 
Home Newspaper. it 1s on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

mayer Average for year 195—Daily, 106,600; 

unday average January, 1906, 147,665. 


THE PUBLIC LEDGER (© ©)—Inderendence 
Halland Public Ledger are Philadelphia's land- 
marks; only paper ailowed in thousands of Phila 
delphia homes Circu'ation now larger than in 
70 years PUBLIC LEDGER gained 1,365 columns 
advertising in five months euding Dec. 1st, 1905, 
over same period 1904, 


THE PITTSBURG 
©® DISPATCH ‘oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg fleid. Only two-cent 
morning paper assuring a prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














Best advertising medium in this section. i 
ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation. influence and prestige. 


THE CHURCHMAN (©©)._ Fist. 1844; Satur- 
days; Protestant-lpiscopal. 47 Lafayette Place. 


VOGUE (QO). the “authorit: on fashions. Rea 
cents a copy; $4a year. 11-13-15 .. 24th St.. N. YS 


TH" IRON AGE (@0), (©O), established 1855. The 
recognized authority in its representative fields. 


ENGINEERING NEWS (@©).—An authority of 
the first order.—Tribune. Charleston, W. Va. 

News prints more transient ads than ail 

other technical papers: 1% & 3c. a word. Try it. 


BARDWARK DEALERS’ MAGAZINE. 
In 1905, average issue, 19,020 (O@). 
Db. 1. MALLI: TT. Pub.. 263 Broaaways, N. Y. 


STREET RAILWAY JOURNAL (QO). The 
stancard ee 3 he world over on street and 
interurban rai’ Fouling. scene weekly circu- 
lation during 1 abe was 8,160 copies. 














SOUTH CAROLINA. 
THE STATE (©©), Columbia, 8. C. Highest 
quality, large-t circulation in south Carolina. 


TENNESSEE. 
THE TRADESMAN (go) Chattanooga, Tennes- 
see; semi-monthly. ‘he South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes. 
WISCONSIN. 


THE MILWAUKEE EVENING WISCONSIN 
(@©), the only gold mark daily in Wisconsin. 
Leos than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 


THE HALIFAX HERALD (©©) and the EVES- 
ING MaIL. Circulation 15.558, flat rate. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which it Appears. 








Advertisements under this heading 


from papers of the 


requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smailest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 


$18.72 spot cash, if paid wholly 


in advance. 





CALIFORNIA. 
‘—.HE BILLBOARD for musicians, vovalists and 
lecturers San Francisco, 37 Phelan Bldg., 
806 Market St. 


CULORADO, 


‘HH. Denver Post, Sunday edition. Feb. 11, 

196. contained 5,666 different classified ads, 
a total of 118 410, columns. ‘the Post is the big 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the !’osT is 4c. 
per line eacb insertion. seven woras to che line. 

CONNECTICUT. 

ERIDEN, Conn.. RECORD covers fleld of 50.000 
« population ; ; working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wantea,” 
etc.. half cent a wora a day. 


DISTRICT OF COLUMBIA, 
Tes rye x and SunpDAY STAR. Washington. 
© ©). carries DOUBLE the number of 
WANT Ave of any other paper. Rate lc. a word, 


GEORGIA. 
LASSIFIED advertisements in the PREss, of 
/ Savannah, Ga., cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 





ILLINOIS. 
‘NAHE Champaign News is the leading Want ad 
medium ot Central Eastern Lilinois. 


. HE BILLBOARD for privilege men and con- 
cessionaires. CHICAG, 8758, Clark, Room 61, 





EORIA (11.) JOURNAL reaches over 13 000 of 
the prosperous people of Central Illinois. 
Rate. one cent per word each issue. 


CO NEARLY everybody who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY NEWS,” says the Post- office 
Review. and that’s why the DaILy News is Chi- 
cago s “want ad” directory. 


INDIANA. 
HE Marion LEADER is recognized as the best 
result getter for want aas, 


lpg Terre Haute STsR carries mure Want ads 
than any other Ter:e Haute paper. Raie, 
onecent per word. 


T= Muncie STAR is the recognized Want ad 
medium of Muncie. It prints tour times as 
much classified advertising daily as all other 

* Muncie dailies combined 


Sie Star League. composed of Indiananoliss 
~TAR. Muncie STAR and Terre Haute STAR; 
general offices. Indianapolis. Rate in each. one 
cent ver word; combined rate. two cents per 
word. 
'q‘HE Indianapolis NEws during the year 1905 
printed 96.982 more classified advertise- 
mente than al! otber dailies ot ‘ndianapolis 
combined. printing a total of 296.941 separate 
paid Want ads during that time 


D®" {ING the month of October. 1904. the In- 
dianapolis STAR published 55.870 snes of 
ones advertising. In October, 1905, it pub- 
lished 88,214 lines. a gain of 32.344 lines, It STAR 
want he did not pay, the report would have 
been different. 





IOWA. 


(fae Des Moines CaPiTaL guarantees the lar- 
gest city and = largest total one 

in Iowa, The Wan give 

turns always. the! rate is 1 cent a word, by the 

month $1 per line. It is publishea six evenings 

a week; Saturday the big day. 

‘HE Des Moines KEGISTER AND LEADER: onl, 
morning paper; carries more “want’’ 
vertising than any other lowa newspaper. One 

cent a word. 








MAINE. 
HE EveENinG Express carries more Want ads 
than ali other Portiand dailies combined. 


MARYLAND. 
lia ~ Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 
ven BosTON EVENING TRANSCRIPT is the lead- 
icg educational medium in New England. 
It prints more advertisements of schoois and in- 
structors than all other Boston dailies combined. 


HE BOSTON GLOBE, daily and Sunday. in 
1905. printed a total of 427.227 classified ads 
There were no trades, deals or discounts. there 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905, 


25 ~ CENTS for 30 words, 5 days. 
DaILy ENTERPRISE, Brock- 


GUAe ton, Mass., carries solid page 
TEED Want ads. Circulation exceeds 
10,000. 
MICHIGAN. 


<AGINAW CouRIER-HERALD (daily), only Sun- 
day paner; result vetter; circulation in ex- 
cess of 13,500; ic. word; 4c. subsequent. 


MINNESUTA 
HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis. 


HE MINNEAPOLIS TRIBUNE is the oldest Minne- 
apolis daily and has over 100,000 subscribers, 
which is 30,000 odd each day over and avove any 
other Minneapolis aaily, Its evening edition 
alone has a larger circulation in Minneapolis. by 
many tbousands, than any other evening paver. 
it publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day). no free ads; price covers botn 
morning an? evening issues. Rate, 10 cents per 
line. Daily or Sunday. 


‘{°HE ST. PAUL DISPATCH IS ALL YOU NEED 

in St Paul for Wan‘ Ads. It carries more 
advertising than all other St. Paul mediums 
combined. The sworn average daily net printed 
and sold circulation of the St. Paul DispatcH 
for year 1905 was 60,563—no returns allowed. It 
is the only newspaper of its circulation in St. 
Paul or Minneapolis that charges full rates for 
all clossifications of want ads. The 1905 want 
advertising shows an increase of 218,400 lines 
over 1904. Seven telephone trunk lines assist in 
receiving local classified business, 
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poem Minneapolis JOURNAL carries more clas- 

ified advert than any other Minne- 
apolis oe gy free Wants and ae objec- 
tionable Wants. Ginealation. 1993, 57,039; 1904. 
64.384; 1905, 67,588; January daily average, 68,815. 
The SUNDAY JouRNAL circulation for Ta 
1906, was as foilows: Jun. AS 63,155; Jan. 14. 63,750; 
Jan. 21, 64,182, Jan. 28, 67,501. 


MISSOURL, 
7s Joplin GLOBE carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, l5c. 


MONTANA, 
T= Anaconda STANDARD is Montana’s 
‘Want Ad” medium; ic.a word. Average 
circulation (1904), 11.359 ; 35 ; Sunday, 13,756. 


N EBRASK RASKA, 
INCOLN JOURNAL AND NEWS; cai ceir- 
culation over 27,000. Cent a wo: 


NEW JERSEY. 


Ds ENTERPRISE, Burlington—Want me- 
dium of the county; le. word, results sure. 


7 LIZABETH DatLy JouRNAL—Leading Home 
paper: 10 to 24 pages. Only Want”? Med- 
1um, Cent-a-word. largest circulation. 


EWARK. N. J, Freie ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


NEW YORE. 


7" EAGLE has no rivais in Brooklyn’s 
classified business. 


(q\ HE Post-ExPREss is the hens afternoon Want 
ad-meuium 1p hocheste 


A LBANY EVkNING JOURNAL, Fastern N. Y.’s 
best paper tor Wants and classified ads. 


se BILLBOARD for actors, actresses and 
performers. New York, 1440 B’way, Koom 8, 


AILY ARGUS. Mount vernon. N. Y. Great- 
est Want ad in County. 


UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo ano the 

prongens Want Medium in the State, outside of 
New York City. 


7". TimES-UNION. of Albany, New York. Bet- 

ter medium for wants and other classified 
matter than any other paper in Alban ny, ana 
guarantees a circulation greater than all other 
daily papers in that citv. 


paints 7RS’ INK, published weekly. The rec- 

ognized and leading ‘Vantaa medium for 
want ad mediums, mail order articles, aavertis- 
ing noveities, printing. typewritten cilcuiars, 
rubber stamps, office devices, adwriting. half. 
tone making, and —— anything whicn 
interests and appeais to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per tssue flat : six words toa line, Sample 
copies, ten cents. 


NORTH DAKOTA. 

G RAND FORKS HERALD. Circ. Sept. 05, 6,515, 
Exam nation by A. A. A., June A! Biggest 
Daily in N. D. La Coste & Maxwell, N 








. Y. Rep's, 


OMLO, 


OUNGSTOWN VinvicaTor—Leading “Want” 
medium, ic. per word. Largest circulation. 


HE BILLBOARD for street men, sidewalk 
salesmen, drifters and itinerant merchants 
inalllines, Aithough essentially and primarily 
atheatrical and auagrenens, journal, the demon- 
strating salesmen and peddlers of the sidewalks 
have aiso clsimed it for their own. Practically 
every one of them in America — it regalarly 
every week; 15 cents per line flat. 
Address THK BILLBOARD PUBLISHING CO., 
Cincinnati, O. 


OKLAIOMA, 


HE OKtanoman., Okla. City. 11.980. Publishes 
more Wantsthan any four Okla.competitors, 


OREGON. 


PORTLAND JOURNAL, Daily and Sunday, 
leads in ‘Want ads.” as well as in circula- 
fton, in Portland and imOregon, 





PENNSYLVANIA. 
‘(HE Chester. Pa., TIMES carries from two to 
five times more ciassiflea ads than any 
other paper. 


WHY DON’T YOU PUT | 
THK PHILADELPHIA BULLETIN} 
Want Ads. in THE BULLETIN bring 
prompt returns, because “in _— 
delpbia nearly every body read: 


'HE BULLETIN.’ 
Net paid eee , sieoutation for 


211,134 cigles per day. 
(See Roll of Honor column.) 





TEXAS. 
HE EVENING TRIBUNE, Austin. Texas. Paid 
city circulation 1,800. Outside circulation 
400, One cent a word. 


VIRGINIA. 
Tes News LEADER, ees i ~4 afternoon 
except sunday, Richmond. Va. Largest 
— by Jong odds (28,575 aver. 1 year) and 
e recogni: want advertisement medium in 
Virginia Classified aavts., one cent a word per 
insertion. cash in advance: no advertisement 
counted as less than 25 worus: ho aispiay. 


BRITISH COLUMBIA, 
ICTORIA COLONIST. Oldest established 
Raper (1857). Covers entire Province. Great- 
est on Ad medium on the Canadian Pacific 
Coast, Clarence Fisher, 634 Temple Court 
Bidg., N. Y,, Special Fastern Agent. 


CANADA. 


l\HE Halifax HERALD (©©) and the Ma1t—Nova 
Scotia’s recognized Want ad mediums, 


A PRESSE, Montreal. ‘Largest daily circula- 
tion in Cansaa without exception. (Daily 
95,825, Saturdays 113.892—sworn to.) Carries more 
wantaasthananuy French newspaper in the world 


(HE DAILY TELKGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Kastern Canada, Want adas one cent a word. 
Minimum charge 20 cents. 





‘ (= Montreal DaILy Stak carries more Want 

advertisemeuts than ail otner Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more \\ ant advertisemeuts 
than any viher weekly paper in Canada. 


HE be | FREE FRE PRESS carries more 
“Want” vertisements than any other 
daily paper in Canada and more advertisements 
of this nuture than are contained inal) the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 
a 


BIGGEST ADVERTISING APPRO- 
PRIATION IN CANADA. 


The Canadian Rubber Company of 
Montreal is probably the largest buyer 
of newspaper space in Canada. During 
the winter months its advertisements 
appear in every daily and weekly paper 
in the Dominion, from the Atlantic to 
the Pacific, and thus it covers the 
country with absolute thoroughness, Its 
advertisements vary in size and are 
prepared in three languages—English, 
French and German. This is done in 
order to reach directly every class of 
people, the advertising policy of the 
concern being to obtain results in the 
most direct manner.—Profitable Adver- 
tising, 
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A JOURNAL FOR ADVERTISERS. 


ae 


THE PRINTERS’ INK PUBLISHING 
COMPANY. Pubiisners. 


ween 

Ce issued every Wednesday. Subscription 
price. two dollars a year. one dollar for six 
months. inadvance. On receipt of five doilars 
tour paid subscriptions, sent in at one ume. will 
be puvdown forone year eacn and a larger num- 
ber at the same rate. Five cenis acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply baci 
numbers, if wanted in lots of 500 or more. but in 
all such cases the charge will be five doliarsa 
hundred. 





ADVERTISING RATES 
dvertisements 2 cents a line, pearl measure, 
15 ines to the inch ($3); 200 lines to the page ($40). 
or sition by the adver- 
tisers. it grantea, douvle price is demanaed. 

Gn time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advance of day of pubtication. 

Contracts by the month, quarter or year may 
be discontinuei at the pleasure of the advertiser, 
and space usea paid for rata. 

Two lines smaliest vertisement taken. Six 
words make a line. 

ty nna appearing as reading matter is in- 





all 1. must be handed in one 
week in advance. 

Advertisers to the amount of $10 are entitled 
to afree subscription for one year, if demanded. 


Sarr 
Cuar.es J. ZINGG, 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent. F.W. Sears.50-52 Ludgate Hill.EC 


NEW YORK, FEB. 28, 1006. 


PRINTERS’ INK is absolutely 
an independent journai, con- 
nected in no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 

















Tue course of lectures on print- 
ing and publishing organized by 
the West Side Y. M. C. A., New 
York City, is to be made free to 
anyone who wishes to hear the re- 
maining lectures. 


IN THE INTEREST OF 
STREET CARS. 


The Street Railways Advertis- 
ing Co., New York City, now is- 
sues a quarterly journal devoted 
to street car advertising. Pro- 
fessor Walter Dill Scott con- 
tributes to it a series on the psy- 
chology of street-car advertising, 
and in a future issue will be pub- 
lished a history of this medium. 
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Spare Moments has opened a 
New York office at 1 Madison 
avenue, in charge of R. J. Shoe- 
maker, advertising manager. 





Tue H. I, Ireland agency, Phil- 
adelphia, has secured the account 
of Fels-Naptha Soap, made by 
Fels & Co., that city, and is re- 
modeling the advertising of this 
article. Larger space is to be 
used and a different line of argu- 
ment. For years the Fels-Naptha 
advertising was in the hands of 
John E. Powers. 











THe Chamber of Commerce, 
Spokane, Washington, has raised 
$42,000 for promotion purposes, 
which is in charge of G. B. 
Dennis, chairman of the promo- 
tion and publicity committee. The 
publicity work has been inaug- 
urated by using two pages in the 
Pacific Coast Number, (Febru- 
ary) of Outing. It is understood 
that copy has also gone to Agri- 
cultural publications in the mid- 
West.—Mertz’s Magazine. 

For the year ending with Jan- 
uary 31, 1906, Der Nordwesten of 
Winnipeg carried 813,696 lines of 
advertising, an increase of 173,104 
lines over the preceding year’s 
business. It is estimated that 
there are over 200,000 Germans in 
the Canadian Northwest, and Der 
Nordwesten is the best means to 
reach them through advertising. 
Its circulation, as stated in the 
Roll of Honor, was 13,682, aver. 
age for 1905. 


A LITTLE EVERY MONTH. 


P. A. LIGNELL, an enterprising 
druggist at Superior, Wis., mails 
a little talk on drugs, inexpensive- 
ly printed and very brief, to 500 
persons in that city each month. 
The following month another 500 
is mailed to another list, and on 
the third month a new talk is 
mailed, and so on. Mr. Lignell 
submits a copy of talk No. 21, so 
that to date he has told his busi- 
ness story in various ways to 21,- 
ooo readers in his town, 
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THe News-Herald of Joplin, 
Missouri, has been reduced in 
price from five cents to one cent 
per copy. 


HUNTING THE SHARK. 


The merchants of Los Angeles, 
Cal., have been so successful in 
enforcing their regulation against 
programme and other fake adver- 
tising that Salt Lake City’s Mer- 
chants’ Association has adopted 
similar measures. In Massachu- 
setts the State legislature is to be 
asked to prohibit graft advertis- 
ing insofar as it is conducted by 
firemen, policemen and other pub- 
lic servants, the balls, picnics and 
other entertainments of which 
have been made the center of ad- 
vertising schemes, 








THE CURTIS PUBLICA- 
TIONS SHOW SUBSTAN- 
TIAL GAINS. 


The Curtis Publishing Company 
has filed with Rowell’s American 
Newspaper Directory detailed 
statements of circulation of the 
Ladies’ Home Journal and the 
Saturday Evening Post. The re- 
ports show the following average 
figures for a year ending with 
January, 1906: 


Ladies’ Home Journal....,..... 1,113,470 
Saturday Evening Post........ 719,436 


In each case the figures show a 
substantial gain over the previous 
year, 





A NEW SPECIAL. 


A new special agency has been 
opened at 1 Madison avenue by 
Charles H. Dunn, formerly on the 
staffs of metropolitan dailies. It 
is called the Dunn Special Agency, 
and starts with the following pa- 
pers: Brockton Enterprise, Brock- 
ton, Mass.; Maine Farmer, Aug- 
usta, Me.; Turf, Farm & Home, 
Waterville, Me.; Eastern Gazette, 
Dexter, Me.; Bar Harbor Record, 
Bar Harbor, Me.; Newport Her- 
ald, Newport, R. I.; Lawrence 
Eagle, Lawrence, Mass.; Old 
Town Enterprise, Old Town, Me.; 
Maine Woods, Phillips, Me. 
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L. Dean HOotpeEn, vice-president 
of the Plain Dealer corporation, 
Cleveland, died recently in that 
city of typhoid. He was thirty- 
five years old, and the son of L. E. 
Holden, chief owner of the Plain 
Dealer, 





Mr, A. J. SANDEGARD has been 
elected secretary and _ business 
manager of the Record Company 
of Fort Worth, Texas, to succeed 
Mr. C. W. Hutchinson resigned. 
For more than two years past Mr. 
Sandegard has been advertising 
manager of the Record, and pre- 
viously was general manager of 
the Fort Worth Register, 





FINANCIAL SCHEMES DE- 
SCRIBED. 

Moody’s Magazine for February 

has an interesting paper by John 


Moody, describing modern get- 
rich-quick schemes. Millions of 
dollars are invested weekly in 


swindles, he states, and none of 
them could live without advertis- 
ing. The newspaper publisher 
who feels that he would like to 
discriminate in the investment 
and financial advertising he prints 
can get from this article a pretty 
good working notion of where to 
draw the line. 





TEXTILE JOURNAL  DIN- 
NER. 


An organization of the em- 
ployees of the Textile Manufac- 
turers’ Journal, New York, has 
been formed in memory of the 
founder of that paper, J. H. 
Bragdon, who died last December, 
and held an annual dinner recent- 
ly. The Textile Manufacturers’ 
Journal has been continued by 
Mrs. Bragdon, with some of the 
staff as stockholders in the corpo- 
ration. The officers of the organ- 
ization are: President, John W. 
Linnehan, Boston; vice-president, 
W. S. Bullock; secretary and 
treasurer, H. O. Barnes; execu- 
tive committee, W. W. Ballagh, 
chairman; P. C. Long and M. J. 
Reagan. 








‘York 
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CHARLES A. BARNARD, Boyce 
Building, Chicago, has been made 
Western representative of the 
Toledo Blade, 


CLOTHING BUSINESS GOOD. 


Rogers, Peet & Co., the New 
clothiers, have bought a 
large plot of ground at the north- 
east corner of Broadway and 34th 
street, and will erect thereon a 
building, using the ground floors 
as a fourth retail store for their 
own business. Smith, Gray & Co., 
also well known retail clothiers 
in New York City, purchased a 
Broadway plot lately for a similar 
purpose, 








Wuiam A. Hovey, at one time 
editor of the Boston Transcript, 
died at Boston February 18, aged 
64. He conducted a weekly paper’ 
at Chelsea, Mass., in the sixties, 
then edited successively the Com- 
mercial Bulletin, Evening Tran- 
script and Sunday Budget, all of 
Boston, and founded a technical 
journal, the Manufacturers’ Ga- 
zette. In 1884 he was editor of 
the Electrical Review, and in 1885 
became associated with the Bell 
telephone interests, with which he 
was connected until his death. 





DEATH OF JOHN B. 
STETSON. 


John B. Stetson, famous as a 
hat manufacturer, died suddenly 
in Florida, February 18, aged sev- 
enty-six. His hat factory in 
Philadelphia covers a city block 
and employs 3,500 people. Mr. 
Stetson was born at Orange, N. 
J., and learned his trade in his 
father’s shop there. In 1865 he 
went to Philadelphia and started 
business in a small room. The 
owner of thousands of acres of 
land in Florida, he founded Stet- 
son University in that State, also 
the town of Deland, Fla., near 
which he died. Mr. Stetson is 
survived by his widow, a daughter 
and two sons—John B. Stetson, 
Jr., and George Henry Stetson. 
John B. Stetson, Jr., is a student 
at Harvard. 





THE Dodge Advertising Agency 
of Boston closed a contract to 
place all of the newspaper adver- 
tising throughout the country for 
the Bloodine Co., of Boston. Ap- 
propriation will ‘be exceeding 
$40,000. 





Gerorce W. Rocers, for a num- 
ber of years connected with the 
business department of the Rich- 
mond Times-Dispatch, has been 
appointed and accepted the posi- 
tion as advertising manager of the 
Richmond Evening Journal, 





CHANGES IN PROVIDENCE. 


F. H. Howland has resigned as 
manager of the Journal, Provi- 
dence, R. I., and purchased the 
Evening Telegram of that city, a 
morning edition of which will be 
established. With him are asso- 
ciated John J. Rosenfeld and 
Mathew S. Dwyer, also connected 
with the Journal. The change is 
said to be due to political and 
business differences. Mr. How- 
land’s family has been connected 
with the Providence Journal 
sixty-five years. 





THE DANIELS LOVE FEAST. 


More than five hundred men at- 
tended the complimentary dinner to 
George H. Daniels on the evening of 
February 2oth, given in the grand 
ball-room of the Waldorf-Astoria, The 
only toast of the evening was to Mr. 
Daniels himself, and was proposed by 
the handsome Mr. Frank Presbrey. 
William H. McElroy inroduced the 
speakers, who included Frank Law- 
rence, president of the Lotus Club; 
Rear Admiral Coghlan, U. S. N,; S. 
H, Hartwick of the Southern Rail- 
way; Lafayette Young, publisher of the 
Des Moines Capital; Charles S. 
Francis of the Troy 7%mes; Rev. Merle 
St. Croix Wright and President Ray- 
mond of Union College, Mr. Daniels, 
in his speech, stated that adver- 
tising now underlies every business 
except burglary. He modestly as- 
serted that the men present were not 
there so much to honor him as to pay 
tribute to an idea—the idea of adver- 
tising. 
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To better indicate its scope, the 
publishers of the  Alkaloidal 
Clinic, of Chicago, have changed 
the name of the magazine to the 


American Journal of Clinical 

Medicine. 

SANITOL IN THE NEWS- 
PAPERS. 


A new note has been injected 
into the advertisements of Tooth 
Powder by the Sanitol “copy.” 
The Sanitol Chemical Laboratory 
Company, of St. Louis, have just 
undertaken a most extensive news- 
paper advertising campaign. The 
“copy” used is 75 lines double 
column and the illustrative feat- 
ures show figures in silhouette, 
and a picture of the Sanitol 
Tooth Powder can. 


CHICAGO DAILIES. 


Four of Chicago’s daily news- 
papers have furnished Rowell’s 
American Newspaper Directory 
with satisfactory circulation state- 
ments—two of them, the Tribune 
and the Examiner—for the first 
time in their history. The reports 
show the following daily average 
figures for 1905: 





INOS: sccscdrvccscessoes 312,637 
MPIDURC sc) 00 0ic0c0seeeee 152,550 
Record-Herald...... ... 146,456 
Examiner ...+++ Macc geaveiae 144,8 


The Daily News and the Rec- 
ord-Herald are members of the 
Star Galaxy. 


A HIGH-CLASS FARM JOUR- 
NAL. 





The Pruit-Grower, St. Joseph, 
Mo., illustrates how far the agri- 
cultural journal may be carried 
into the magazine class. Of the 
same size and form as the Ladies’ 
Home Journal, with color printing 
on its cover and a fine taste in 
typographical arrangement, it 
quite gets away from the old-style 
farm paper. In its January issue 
was printed over 26,000 lines of 
advertising, which is as much as 
is carried by any of the magazines 
with a few exceptions, and which 
is believed to be the most ever 
printed in a single regular issue of 
any farm journal. 
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Roy V. SoMERVILLE, who was 
formerly advertising director for 
the Butterick publications in Eng- 
land, will leave London and join 
the New York staff of the But- 
terick Company. 





THE Mount Vernon, N. Y.,, 
Daily Argus issued on February 
17th a 22-page Real Estate Edi- 
tion, designed to set forth the op- 
portunities awaiting the investor 
in property in Mount Vernon and 
Westchester County. 








OutverR T. Eaps, for several 
years advertising manager of 
Kelly, Maus & Co., Chicago, has 
left that house to live in Bartow, 
Fla., where he will be connected 
with the Green Bay Phosphate Co. 





SALT LAKE City’s new daily, 
the Jnter-Mountain Republican, 
has appeared under the auspices 
of A. E. Blunck, formerly of the 
Call, Lafayette, Ind. It is a morn- 
ing paper, and starts with about 
7,000 subscribers, according to its 
publisher. 


WELL UNDERSTOOD FACTS. 


Newspaper men all admit that 
Rowell’s American Newspaper 
Directory is the only one pub- 
lished that has the confidence of 
general advertisers. 

It may be noted also that it 
inserts no advertisements on any 
other terms than for cash pay- 
ment, and that it is. neither issued 
nor controlled by an advertising 
agency. Swaps are always intend- 
ed to outwit somebody. 

It gives to every advertisement, 
that it accepts, a place in the body 
of the book in a position that may 
be designated as “facing reading 
matter.” 

It permits newspapers to tell a 
story of their own in a “Publish- 
er’s- Announcement” that. is in 
fact “pure reading matter” and 
nothing else. 

It should also be plainly under- 





stood that advertisements from 
any but first-class papers are “not 
desired, 





BRITISH POLITICAL AD- 
VERTISING. 


The recent political campaign in 
Great Britain was cunspicuous not 
only for wide use of posters, but 
also for liberality in newspaper 
publicity. The Conservative Party 
took a whole page of the London 
Times in the interests of its plat- 
form, explaining issues at length. 
This space cost $1,000. Besides 
party politics it strongly urged 
every voter to go to the hustings 
and cast his ballot. 





THE STAR GALAXY, 


UA 
Onn 
TEED 


The full roster of the Star 
Galaxy to date may be observed 
on page 60 of this issue. It is a 
singular fact that no New York 
daily has yet dared to secure the 
guarantee, nor a single trade pa- 
per or magazine of national cir- 
culation, A single glance at the 
thirty odd publications which con- 
stitute the Star Guarantee papers 
reveals their character: 

The Guarantee Star is the high- 
est distinction ‘which can be be- 
stowed at the hands of the editor 
of Rowell’s American Newspaper 
Directory. The Star Galaxy 
principle is in its infancy and is 
an institution bound to grow—if 
a majority of publishers are com- 
ing to have the same views on 
honest circulation reports as those 
publishers have, who are already 
admitted to the Rowell Directory 
Guarantee. Applications for the 
Guarantee Star should be made at 
once by publishers who are inter- 
ested in the subject—and who be- 
lieve that they are eligible to the 
- highest distinction which the edi- 
tor of Rowell’s American News- 
paper Directory can bestow—and 
who dare use the Guarantee Star. 

The total number of applica- 
tions for the Guarantee Star for 
the 1906 edition of Rowell’s 
American Newspaper Directory is 
fourteen to date. 
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GROWTH IN SAGINAW. 


According to a folder from the 
Saginaw Evening News that daily 
gained circulation amounting to 
twenty-six per cent the past year, 
and is now one of the leading 
dailies in Michigan. Its daily av- 
erage for 1905 was 16,710, In 
1893 the News had only 2,859. 


NEWS OF THE AD CLUBS. 


An advertising club has . been 
formed at Louisville, Ky., with 
twenty members. It is known as 
the Ad-Writers’ League of Louis- 
ville. B. C. Leeming iis president 
and H. Schauberger, Board of 
Trade Building, is secretary. 

An effort is being made to or- 
ganize an advertising club in 
Davenport, Iowa. ; 

Ernest Gardner, of the West- 
ern Monthly, has started a move- 
ment to reorganize the advertising 
club in Kansas City. 

At a recent meeting of the Cin- 
cinnati Advertisers’ Club, W. B. 
Johnson was elected president, J. 
C. Kelley and W. B. Hunting, 
vice-presidents; H. E. Hall, re- 
cording secretary; Joseph R. 
Tomlin, financial secretary; Dr. 
John Swanson, treasurer; James 
T. Orr, Will L. Finch, Andrew 
McDonald, Amos Guthrie and W. 
E. Kreidler, governors. 








Detroit’s advertising club, the ° 


Adcraft, held its first dinner at 
the Hotel Wayne, that city, Feb- 
ruary 13, forty members attend- 
ing. L. F. Eaton, of the Penin- 
sular Engraving Co., Detroit, gave 
an interesting talk on “The Value 
of Good Plates to Advertisers.” 
Mr. LaQuatte, of Chicago, adver- 
tising manager of the Red Book, 
discussed “Advertising From a 
Magazine Standpoint.” John H. 
Fry, assistant general passenger 
agent of the Detroit United Rail- 
way, spoke of the success of the 
little weekly paper which his 
company is distributing in its 
cars. Others who spoke were: 
H. M. Fechheimer, F. W. Farns- 
worth, R. F. Reaum, A. L. Mel- 
vin, Hugh McMinn, William Orr, 
H. D. Glenn and L. A, Paisley. 
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A BOOK ABOUT TRUST 
COMPANIES. 


“The Modern Trust Company,” 
a book by F. B. Kirkbride and 
J. E. Sterrett, recently published 
by the Macmillan Company, New 
York, is said to be the first work 
of its character ever issued, the 
subject having thus far escaped 
writers on finance ‘because of the 
newness of the trust company. 
The title of this work promises a 
good deal, but the authors have 
not written a book for financial 
men so much as a handbook for 
the public, telling how a trust 
company does business, showing 
its forms, outlining methods of 
bookkeeping and taking care of 
detail, etc. The subject of adver- 
tising has been ignored, though 
it has been one of the conspicuous 
elements in the growth of the 
trust company. Within its scope, 





however, the work is entirely § 
commendable. 
RAILROAD ADVERTISIN 


ON CASH BASIS. 


It is said that under the recent 
move of the railroads to abolish 
passes there have been wrought 
radical changes in advertising 
methods. Transportation adver- 
tising is-now to be entirely on a 
cash basis. The result of this 
change manifests itself in two 
ways. Some of the roads, like the 
New York Central, have estab- 
lished a separate advertising de- 
partment. Others have decided to 
cut off all their advertising expen- 
diture except that necessary to the 
conduct of business, such as time 
tables in newspapers, folders, etc. 
It is reported that the Lackawan- 
na’s advertising expenditure is to 
stop, and that Phoebe Snow, al- 
most the last among the famous 
advertising personages, is to go 
into oblivion—violets, triolets and 
all. More than 300 Phoebe Snow 
pictures had been prepared for a 
1906 campaign, but will never see 
the light. Phoebe Snow was a 


creation of the Calkins & Holden 
agency, which had in charge many 
of the details of pictures, verses, 
etc, 
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NOT ONE IN A THOUSAND. 


Kramer, Ind., Feb. 17, 1906. 
Editor of Printers’ INK: 

I notice that considerable discussion has 
been going on in the columns of PRINTERS’ 
Ink recently in respect to the proper defini- 
tion of the word “‘circulation.”” Why so 
much space should be devoted to this matter 
has always been a mystery to me. If you 
really are anxious to arrive at a solution of 
the matter, it seems that it can be done. The 
old saying that ‘Half aloaf is better than 
none,”’ applies in this case. If it is impossi- 
ble to get ad/ of the papers to give details as 
to how each and every copy is disposed of, 
they can at least easily ti tab on the 
amount of copies sent to subscribers (and not 
returned) and the number of copies sent out 
gratis. A paper that does not keep books 
that will not show how much they are taking 
in for subscriptions, is doing business in such 
a slipshod manner and taking so little inter- 
est intheir business, that the chances are 
that their circulation does not amount to 
much, 1 do not believe there isa large, gen- 
eral advertiser in the country but would agree 
with me that circulation classified as above 
would fill the bill, unless it would be to sub- 
divide the unpaid copies into those that act- 
ually go out and those that remain in the 
office or are destroyed. The foregoing 
method of stating the circulation would not 
be applicable to your Directory, as you prob- 
ably could not spare space for two sets of 


gures, 
F. M. FuGazzi, 

Adv. Department Sterling Remedy Co. 

The editor of Rowell’s Ameri- 
can Newspaper Directory having 
read the above communication, 
from the Sterling Remedy Com- 
pany’s advertising man, remarked: 
“He seems to be well satisfied 
with what he has written. I agree 
with him that ‘half a loaf is better 
than no bread’ but I wonder if he 
has the idea that anything like 
half the papers are able and will- 
ing to make such a circulation 
statement as he recommends. The 
Chicago News, Washington Star, 
Indianapolis News and Star can 
do it. These count four. If, out of 
the more than twenty thousand 
other papers published, the Ster- 
ling Remedy man can name twenty 
that can and will make such a 
statement as he recommends he 
will do better than I can, although 
I have been engaged in the work 
now pretty nearly fortry years.” 
If Mr. Fugazzi will try to make 
out a list of two dozen papers that 
can and will make such a circula- 
tion statement, as is put out by the 
four papers named above, Print- 
ERS’ INK will take great pleasure 
in presenting it to the advertising 
public, 
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A  SINGLE-TRACK NEWS. 


The Voice of the Road isa pithy 
little monthly magazine that has 
been established by S. M. Adsit, 
general passenger agent of the St. 
Joseph & Grand Island Railway, 
to advertise the advantages of that 
road It gives a large proportion 
of its space to showing the ad- 
vantages offered settlers in Kan- 
sas and Nebraska. The publica- 
tion office is at St. Joseph, Mo. 





ADVERTISING INDIA 


WOOLENS. 


The Advertising World, Lon- 
don, describes the advertising 
operations of two woolen weaving 
companies situated in the Punjab 
district of India—the Cawnpore 
Woolen Mills, Ltd., Cawnpore, 
and New Egerton Woolen Mills, 
Ltd., Dhariwal. To market an 
enormous yearly output of excep- 
tionally fine woolen cloths, 
blankets, etc., these companies ad- 
vertise steadily in English papers 
and magazines, telling about the 
hygienic advantages of pure 
woolens in conjunction with their 
trademarks, 





FRENCH OSTRICH-GROWER 
TO ADVERTISE. 


The Derrick agency, London, is 
planning a campaign in the British 
Isles for the W. S. Belfield 
Ostrich Farm at Nice, France. 
Quarter-pages are to be used in 
the better English fashion and 
social mediums, and the advertis- 
ing will also appear in France. 
This farm is conducted on the 
same lines as the Cawston estab- 
lishment in this country, accord- 
ing to the Advertising World, 
London. Its product was former- 
ly taken by winter visitors to the 
Riviera, but now a wider market 
is necessary for a larger output. 
The advertising will be of mail- 
order character, plumes being sent 
direct to purchasers in England 
with privilege of return if unsat- 
isfactory. 


Comfort has no newsstand cir- 
culation, but it does have a bona 
fide circulation in one million and 
a quarter homes each month— 
Comfort, Augusta, Me., Calendar. 

Ernest F. GARDNER, editor of 
the Western Monthly, an adver- 
tiser’s magazine, and in charge of 
the copy department of the Horn- 
Baker Advertising Agency, of 
Kansas City, Mo., was recently 
married to Miss Anna Burrus of 
same city. 





BIGGER THAN A MAGA- 
ZINE. 


The latest edition of the Phil- 
adelphia Bell Telephone Company 
is 155,000 copies. Put end to end 
they would reach from Philadel- 
phia to Trenton, N. J.; in a pile 
they would be twenty-four times 
as ‘high as the Washington monu- 

nt, and the grand total of 72,- 
ae pages would go half way 
round the world. If a boy were 
to carry all the messages that this 
book will create probably he 
would have to walk to the moon 
and back. Over 300,000 pounds 
of ink and paper were used, yet 
the book was published in about 
twenty days. 








Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40.a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
cation and ten per cent on yearly contract 
paid wholly in advance of first publication. 
Display tupe and cuts may be used without 
extra chirge. but if a specified position is 
asked for an advertisement, and granted, 
double price will be demanded, 


WANTS, 


A DwnitEn, Powell graduate. desires posi- 
tion. Any locality. Best references. Ad- 
dress P, O, Box 28, Trux:on, N. Y. 


OWEL!L GRADUATE desires position as ad- 
writer; young married man; splendid ref- 
erences. H. BLISS SWAISGOOD, Akron, O. 











W AkTED—Situacion as adwriter’s assistant or 
clerk; 3 years’ experience in commercial 
i studied adv., reference. “M, T.,”’ Pri g 


W Antzo advertising space for flavoring ex- 
tracts; on market 50 years, in exchange for 
treasury stock. Address “EXTRACTS,” care 
Printers’ Ink. 


7 ANTED. — First-class artist for general 
agency work. Send samples of work. 
MASSENGALE ADVERTISING AGENCY, 
Atlanta, Ga. 
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Py AstED<To buy immediately for cash, a 
second-hand Harris Pre:s, either single 

ortwocolor. Address A. TAYLOR, Boyce Build- 

ing, Chicago. 

fae circulation of the New York World. 
morning edition. exceeds tuat of any other 

morning newspaper in America by more than 

100,000 copies per day. 

yim writer wants position. Can 
write bright, gingery or picturesque copy 

for agency or business house. erate salary. 

Address “BRISK,” Printers’ Ink. 


A* afternoon paper in a city of 50,000 wants 
an advertising manager who can develo) 
all the advertising in the territory. The city 
commercially strong, the stores have good 
stocks, the ple are prosperous and the news- 
paper has the circulation supremacy. 

No one but a man who knows the art of adver- 
tising, can talk advertising, and who can write 
advertising copy, need apply. The publisher 
owns bigger newspapers. and the opportunity is 
here for the fellow who has brains and ambi- 
tion. Address “MIDDLE WEST,” 

care of Printers’ Ink. 





POSITIONS open for competent pap 

workers in all Coperemente. Write for 

booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE. 368 Main St.. Springfield, Mass. 


V © WANT capabie men for Fxecutive, Cler- 

ical, Technical and Salesman positions, 
paying $1000-$5000 Write for bovklet. HAP- 
GOODS, Suite 511, 309 Broadway, N. Y. 


ONCERNING TYPE—A Cyclopedia of "very- 
day Information for the Non-Printer Adver- 
tising Man; get “typewise”’:; 64 pp., 0c. postpaid- 
ag’ts wanted. A. 8, CARNELL, 150 Nassau 8t., N.Y, 


\ ANTED—Agents to secure subscriptions and 
solicit advertising for a complete Export 
Shipping Guide, price $3 per copyi good commis- 
sion; references required. k PORTERS EN- 
CYCLOPEDIA CO., 65 Duane St., New York. 


MaAngractunans of high-grade advertising 

calendars and novelties, desiring active 
representation in southern Ohio on commission 
basis, will find it to their advantage to address 
“ENERGY CINCINNATI,” care of Printers’ ink. 


IRST-CLASS Press (lipping Bureau in West 
wants an experienced man able to secure 
and hanule busi by correspond er. 
ences required. Aninterview in New York will 
be arranged. Address **A. B. C.,” Printers’ Ink. 


MAN to edit house publication. Must have 

a had considerable experience in advertising 

and be able to formulate ideas and assume re- 

sponsibility. We want a man,net a machine. 

=" “Z.,” No. 100, care of Printers’ Ink, New 
ork. 


| ge ADVERTISER and mail-order dealer 
shouta read THE \\ ESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising journal in america. Sample copy 
free. TH WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 


ANTED.—Brunswick, Ga. Journal (only 

afternoon paper in city), official organ 

city and county, wants energetic business man- 

ager. who can invest in small block stock if he 

desires. Fine opening for ambitious worker to 
secure permanency. 


M EDICAL CORRESPONDENT. — Registered 
1 physician, eight years’ practice, thorough! 
experienced jn mail. rder correspondence, will 
engage with Tesponsible concern. | Address 


SI ;. 
1015 Mercantile Library Bldg., Cincinnati, O. 


\ E want an Eastern representative. one who 
can deliver the business. Ours is the only 
evening paper in Austin, a city of 27.000, «ur 
circulation is 2,200 live ones. Ours is the largest 
circulated paper in this section of the State, and 
we are one among the few who swear to circu- 
lation. TRIBUNE, Austin, Texas, F. L. Brittain, 
Advertisimg Manager. 
Y YOUNG MEN AND WOMEN 
of ability wno seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ LNK, the business journal for 
adve:tisers, published weekly at 10 Spruce St., 
New York. Such advertizements will ve inserted 
at 20 cents per line. six wordsto the line. !’RINT- 
RRs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than anv other publication in the United States, 














ANTED—Clerks and others with common 
school education- only, who wish to quai- 
ity for reaay positions at $2) a week and over, to 
write for free copy of my new prospectus and 
endorsements from ieading concerre every- 
where, One graduate filis $8,000 place, another 
$5,000, and any numver earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mand exceeds supply. 
GEORGE H. POWELL Advertising and Buat- 
ness Expert, 1703 Temple Court. New York. 


A Splendid Ghance 
To Earn More 


Men familiar with advertising can in- 
crease their income from $5 to $25 per 
week; handling, as a side line, my com- 

lete adwriting outfit; consisting of 

he Adwriter’s Rule, 89 Adwriting Rules 
and an instruction sheet. Outfit tells 
in detail how to write ads. It sells for 
50 cts., complete—your profit is 100 per 
cent. Wanted by every retailer and 
beginner. Send $1 and get 4 complete 
outfits; give them a trial; if they go well, 
then handle them. See my ad in this 
issue for description of articles. A 
sample copy costs 50 cts. 

Agents wanted in every town. 


L. ROMMEL, Jr., 
61d Merchant St., Newark, N, J. 














ILLUSTRATORS AND ILLUSTRATIONS 


A DVERTISING Cuts for Retailers; good; chea 
HARPER ILLUS. SYNDICATE, Coiumbus. 


H SENIOR & CO., Wood Engravers. 10 Spruce | 
e St..New York. Service good and prompt, 


—_> 


CARD INDEX SUPPLIES. 


7 CARD INDEX QUESTION will be quickly 
and easily settled by getting catalogue and 
price from the manufacturers. This means us. 
STANDARD INDEX CARD COMPANY, 
Rittenhoure Bldg.. Phila. 


ADVERTISING AGENCIES. 


D A. O'GORMAN AGE.CY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


GS GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco. Ca). 


HE H. 1. LRELAND ADVERTISING AGENCY 
Write for particulars of the Ireland Service. 
925 Ch t Street, Philadelphia 

LBERT FRANK & CU., 26 Broad Street. N. Y. 
General Advertising Agents. Established 

1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 
ARNHART AND 3\\ ASEY, San Franvcisco— 
Largest agency west of Chicago; employ 60 
people; save aavertisers by advising judiciousiy 
newspapers, billboards, walls. cars, distributing. 
DD phn a this advertising field. It is most 
inviting. We can advise as to mediums, 

and how to use them. Write us. TIiE DES- 
= ADVERTISING AGENCY, Ltd., Mon- 

re 








PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Nev., for copyright lodge cut catalogue. 


W F print catalogues. booklets. circulars. adv. 

matter—all kinds. ‘\ rite for prices. THE 
BLAIR PTG. Cv., 514 Main St.. Cincinnati. C. 

FOR RENT. 

ILLBOARD advertising space on tower, view 

of seven railroads and three main streets 

in Chicago. Less than combine prices. Best 

ad space in Chicago. BARKER, 1503 Fort Dear- 

born Building, Chicago, 








40 


STOCK CUTS. 


\ J RITE for our catalogue on your business 
letterheads. STANDARD ENGRAVING 
CO., Photo Engravers, New York. 
> 


DIRECTORY OF NOVELTY MANU- 


FACTURERS. 


GENTS wanted to sell ad _ novelties, 25% com. 
« 3 samples, 10c. J.C. KENYON. Owego.N. Y. 


USTIC hand-turned wood souvenirs; ad nov- 
elties. BARTON & SPOONER, Cornwall-on 
Hudson. N.Y. 


O19 Paper “> with your advertise- 
ment, $15 per Catalog adv. novelties 
free. ST. LOUIS BUTTON CO., St. Louis, Mo. 


7 RITE forsampile and price new combination 
Kitchen Hook and sill File. Keeps your ad 
before the bousewife and business man, THE 
WHITKHEKAD & HOAG Cu., Newark, N. 
Branches in all large cities 


THE SATISFIED PUBLISHER 


whose publicity acoumataties all that he de- 
sires should write to me for Publishers’ adver- 
tising, producing something more than the 
present small “all.” Recommendation No. 2: 
Awarded three prizes and special bonus Collier’s 
Weekly *‘ Lion’ oe 1903. 


P. VYLE. 
618 Walnut Street, Philadelphia, Pa. 








ADWRITING 


Adwriting Rules that 
are needed - 50c. 


Your business advertising can be made 
stronger and more effective by reading 
and using these rules. 


89 Adwriting Rules. 


For the advertiser looking for definite, 
practical advice on adwriting, this book- 
et is what he wants. 


The Adwriter’s Rule. 


Every advertiser should place this ruler 
on his desk and use 1t every time he writes 
an :d. It’s of metal. Contains data al- 
ways used. Postal brings folder. 

Both sent prepaid for 50c. 


L. ROMMEL, JR., 
61d Merchant St., Newark, N. J. 
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MAIL ORDER. 


AIL-ORDER ADVERTISERS—Try house to 
p\ house advertising; it wil pay you big. Our 
men will deliver your circuiars and catalogues 
airect to the maii-order buyer. You can reach 
eople who never see a paper of any description 
rom one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
pocntemg and - ina position to place advertisin 
atcer in the hands of any aesired class. OU 
TISTRIBUTORS DIRKOTGRY will be sent free 
of charge to advertisers who desire to make con- 
tracts direct bles the distributor. We guaran, 
tee good service. Correspondence solicitea- 
NATIONAL ADV Ki RTISING Cv., 70) Vakland 
Bank building. Chicago 


+e 
NEWSPAPER BROKER, 


pPOnsseaEns wishing to sell should write to 
me. Business not exp»sed—and I make 
egy sales. Nosale. no charge. Want to-day 
or quick sale live Republican daily. in pro- 
ressive city. Several splendid Southern open- 
ngs. L,S. COTTRELL, Newport News, Va. 
peaswiccreiensr * nite amassed 


CATCH PHRASES. 


S$ CATCH PHRASES that pa St Brooklyn, N 
B. CO., 807 Bergen St., Brooklyn, N. Y, 
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TIN BOXES. 


[F you have an attractive, handy package y 
will sel) wont gy and get batter nicest to 
them. Decorated tin boxes have a ric: as. 
ance. don’t break, are handy, aod preserve th 
contents, You can buy in one-half cross lots and 
at very low prices, toc. We are the folks who 
make the tin boxes for Cascaretsa, Huylers. Vase- 
line, Sanitol. Dr, Charlies flesb Food. New-Skin, 
pon in fact. for most of the “big guns.” Rut we 
v3 ust as much attention to the “little fellows.” 
Setter send for our and illustrated catalog. It 
contains iots of valuable information. and is 
free. AMERICAN TOPP ER COMPANY. 11 
Verona Street, Brookiyn. Y. The largest 
maker of TIN BOXES outside the Trust. 


eS 
DESIGNERS AND ILLUSTRATORS. 


bee SIGNING. illustrating, engrossing, illumt- 
g. ergraving, lithograpning, 2 print- 
THE KINSLEY STUDIO. Bway, N. Y. 


or 
ELECTROTYPERS. 


W E make the electrotypes for PRINTERS’ INK. 

We do the electrotyping for some of the 
largest adver oe in the country. Write us for 
prices. WEBSTER, CRAWFORD & CALDER 45 
Rose St., New York 


ing. 





LS 
ADVERTISING MEDIA 


fPHE BILLBOARD, America's Leading Theat- 
rical Weckly. (2th year. Cincinnati, O. 


HE EVANGEL. 
Scranton. Pa. 
Thirteenth year; 20c. agate line. 


NY person advertising yn PRINTERS’ INK to 
the amount of $10 or more is entitiea Lo re- 
ceive the paper for one year. 


TT.WENTY grocers distribute food products to 
10,000 consumers in Troy and Central Miami 
County, Ohio. ‘the RECORD reaches 70 per cent 
of them. Only daily. One a _—_— only 
necessary. Send for rate car 
ORTI.AND, Oregon—Mecca for Tourist. Home- 
seeker and Investor—Home of the Lewis & 
Clark Exposition. Told monthly by its leading 
citizens in official organ. 0c, for six months. 
CHAMBER OF COMMERCE BULLETIN. Subscribe 
now. Subscribers furnished with other litera- 
ture about Portland and Oregon without extra 
charge. 


oe ray 
TRADE E JOURNALS. 
66 R FAL ESTATE.” Amsteraam. N. Y.. circu- 


lation 3.000. for real estate dealers and 
owners; $1 a year; names of buyers each month. 


a> 
CLASS PUBLICATIONS. 
20,000 Buyers 


of ($1,025,000,000 annually) 
Hardware, Housefurnishing 
* Goods, e 





Read every issue of the 
Hardware Dealers’ 
Magazine. 
Write for rates. Speci- 
men ead mailed on re- 

ques 
as Broadway. N.Y. 














America’s Leading “Amusement Weekly. 


Fighty per cent of its readers are on the good 
ei ty per centof the time. Unsurpassed as a 


advertising medium for 
Trunks, Bags, Hotela. 
Aecident Inaurance, 
Rate, 15 cts. flat. Last form midnight Mondage. 
THE BILLBOARD PUR. CO., 
Cincinnati, 


Pattrende, 
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PREMIUMS. 
or FOR | PREMIUMS—If in need of a 


GROMSET DU NLAP, 11 Kust 16th St., New York. 


> KLIABLE vooas are trade builders. Thou- 
& sanas of suggestive premiums suitable for 
pubiishers and others from the foremost makers 
and whoiesale aeaiers in atoms J and kindred 
lines. 6500-page list price illustrated catalogue, 
ponies annually, 34th issue now ready: free, 
8S. KF. MYERS Co.. 47w. and 49 Maiden Lane. N.Y. 
Oe 


ADDRESSING MACHINES. 


DDKESSING MACHINES—No type used in 
the Wallace stenci) aaaressing machine. A 

vard index system of addressing used by the 
targest vublisbers througbout the country. Send 
for circulars We do addressing at low rates, 
WALLACK & CO.. 29 Murray St., New York, 
1310 Pontiac Blig., 358 Dearborn st., Chicago. m. 
—t>o— 
ADDRESSING MACHINES AND FAC- 

SIMILE TYPEWRITERS. 


UTO-ADDRESSEK—An office machine that 
saves 90 r cent. Besides selling the 
“AUTO-ADDRESSER,” we make an IMITATION 
TYPEWRITTEN LETTER and fill in the address 
so that it cannot be distinguished from the real. 
b+ F do wrapping, folding, sealing, mailing, etc. 
s 
AUTO-ADDRESSER, 310 Broadway, N. Y. 
————( 











PATENTS. 


pee=PATENTS that PROTECT 
Our 8 books for <a mailed on recei 4 
of 6 cts. stamps. 8. & A. B. LACE 
Washington. D.C, Exatnb. 1869. 








*| SHEPHERD & PARKER, 
Rokictors of Patents and Trade Marks, 
Dietz Bidg., Washington, D.C 
Highest references from prominent manufactur- 
ers. Hand book forfinventors sent upon request. 


COIN CARDS. 


Pe? PEK 1,000, Less ror more any printing. 
2) THE COIN WRAPPER CO., Detroit. Mien. 





. ALF. TONES. 


J EWSPAPER HALE-TONES. 
2x3. 75c.:; 3x4, $1; 4x5, $1.60. 
weap ph hte cash accompanies the order, 
en 
KNOXVILLE ENG RAVING CO., Knoxville. Tenn. 


HALE TONE or line productions. 10 square 
inches or smaller, detivered prepaid. 7ic.; 
6 or more. 50c. each, Cash with order. All 
newspaper screens. Service day and night. 
Write for circulars. kKeferences farnishea, 
Newspaper process-engraver. P. O. Box 815. 
Philade phia, Pa 


—— ooo 
POSTAGE so 


BUY at 4 off, unused. U. 8.; ¢. E 
ORSER, R. 6, 94 Dearborn Si} a Ti. 


MAILING MACHINES. 
ff He DICK BApOni ee pane. lightest 


and quickest. Price $12. VALENTINE, 
Mfr.. 178 Vermont St.. Dattalo, x Y 
nee 





ADVERTISEMENT CONSTRUCTORS. 


66 Rains OF GUMPTION,” a.48-page booklet, 
with contents, which fully justify the 
title, 2c. JED SCARBORU, 557a Halsey St., 
Brooklyn, N. Y. 


DO YOU EVER 

need a series of really tactful business let- 
ters! Letters without a tinge of bombast, “pull- 
dozing” or begging in them! Lettert that simply 
tella good, strong, probable story, after an in- 
terestin; . self-respecting fashion that wing con- 
fidencefrom the man heartily sick of the other 
kind! Letters absolutely free from mere “thot 
air’ that tell their story FULLY and then stop. 
I do not claim omniscience—do not even suspect 
myselfof kvowing all about PEL Y fox incts ido 
know a few things— EXCESSIVELY ,for instance. 

I_ know that I constantly receive what are 
called “follow-up letters” (often sent me without 
the least Foe gta es that are so downright re- 

llaut that they fairly fly into my waste paper 

asket,and | further know that lam notalone 
1n this ‘experience. 

From such data as any one can furnish I fre- 
quently build Business Letters that receive = 
withou possible - Seeds they are paid 

weed Nag pee] 
- Ag bee yooh “be able to build some letters 

wate would suit 
No. 58. FRANCIS1.MA rr MAULE, 402 , 402 Sansom St., Phila 


FOR SA SALE. 


EMOCRATIC Western county seat > 
$2,750. Address * W.F.C.,” Printers’ In 


fing SALK Linotype machines. Had t 
only two left THE HEROLD COMPANY, 
Milwaukee, Wis. 


000° SECURES control of monthly mag: 
$5 Os azine that will stand full investi- 
gation. Party able to devote part of time pre- 
ferred. Address ‘‘D,” Printers’ Ink. 


NOR SALE—Three-roll Scott Perfecting Press 
with stereotyping outfit. Will print in two 
colors on outside pages of 4,6, or 8-page sections. 
Prints all signatures from’4 to 24 es. except- 
ing i4and 18 pages. Practical speed 20,000 per 
hour. Can be seen in operation. THK HEROLD 
COMPANY, Milwaukee, Wis. 


poe SALE-—Flourishing monthly trade jour 
journal, clearing $6,000 annually. Exclusive” 
permanent and rapidly expanding field, repre~ 
senting one of the leading industries of America ; 

Legitimate proposition; will bear most 
thorough investigation. Splendid opportunity 
for trained trade journal publisher to secure 
fine, well-established arn very reason: 
able. If interested, write's e “XX, re P.I 


DISTRIBUTING. 


ISTRIBUTING in the Southern States pro- 

duces results that are entirely satisfactory 

to i. hn place their contracts with the 

Bernard Write CHAS, BiKNARD, 
1516 Tribune Building, Chicago. 











BIG SPRING SPECIAL ISSUE. 
Circulation almest trebled. No sore: 4 in rates—r15 cents flat. Last form closes 
SUNDAY MIDNIGHT, MARCH 1 


Address THE BILLBOARD PUB. CO., Cincinnati, 








42 PRINTERS’ INK, 


COIN MAILER, 
for $3. 10.000, $20. Any printing. Acme 
1 « 000 Coin Carrier Co.. Fs. Hadieon, _” 
PAPER, 


B BASJETT & SOLPHIN, 
4 Beekman St.. New York City. 
Coated paversa speciaity. Diamond B Perfect 
White for high-graae catalogues. 
————oe 


ADDRESSES FOR SALE. 


MASS. country addresses, 50c. per 
50,000 M. GUY RICHARDSON, Boston. 
R REMARKABLE NAMES FOR SALE. 

We have compiled for our personal use in 
the soliciting of subscriptions the name and ad- 
dress of every sarmer in the Corn Belt who owns 

head of cattle. The live stock er is the 
progressive farmer, is the farmer Who has 
money and the farmer who has many needs. We 
can furnish these names by counties or States— 
Ohio to Kansas. Write us for particulars. SUC- 
CESSFUL FARMING, Des Moines, lowa. 
—_+oo—___—_ 


SUPPLIES. 


EW TYPE, 2c. lb. EMPIRE FOUNDRY, 
Delevan, N. Y. 


OTE HEADINGS of Bond Paper, 5%x8% 

inches, with envelopes (laid p). 100 for 6ac.; 

250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 

ea 5,000 for $11.00. Send for sampies MERIT 
RESS, Betulehem, Pa. 


D. WILSON PRINTING INK Co., Limited, 
e of {7 spruce St., New York. sell more mug- 
azine cut inks than any other ink bouse in the 





le. 
Special prices to cash buyers. 
ERNARD’S Cold Water Paste is in dry powder 


form, mixes by adding cold water; no dirt, 
no odor, no waste, will not stain. Best naste 


made. Sample kage free. BiltRNARD'S 
AGENCY. Tribune Building. Chicago. 


BOOKS. 


ee eee 
Successful Advertising. 
HOW TO ACCOMPLISH IT. 





A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Dotiars. Address 


Printers’ Ink Publishing Co., 
Ww Spruce St., New York | 


PUBLISHING B ee 4 ESS OPPORTUNI. 











ON’T wait. Life is short. 
If you want to get into a fine business, 

Namely, a publishing business, 

Just come and tell me your aims, 

And how you are situated. 

Men bave become rich 

Whom | have helped into publishing. 

Don’t wait. Life is short. 

EMERSON P. HARRIS, Publishing Property, 

253 Broadway, New York. 


— 


CARDS, 


post CARDS of every description are made by 

us. We sbip toal rts of the world. Par- 
ticulars on request. U. 8. SOUVENIR POST 
CARD CO.,1140 Broadway, N. Y. 











AMERICA’S LEADING AMUSEMENT WEEKLY 








is undoubtedly the strongest of all the many class publications in America to-day. 
Its pre-eminence is practically undisputed. 

ts wonderful success has been largely due to the fact that we have kept out 
all irrelevant stuff, all items and articles of so-called general interest and have put 
into our pages only matter that pertained strictly to our field, only news that was 
of direct and vital interest to our particular class of readers. We have specialized 
in thisrespect more highly than any other paper in the world, and our specializing 
has paid—paid wonderfully. 

We now propose to adopt the same policy in our advertising department. 
Heretofore we have been taking almost any decent and legitimate business that 
was offered. Henceforth, we shall reject general advertisements as such. We 
believe they cheapen a class paper, and are injurious and hurtful toit. From now 
on we shall specialize in our advertising departments as we have heretofore done 
in our news columns. 

We will accept only such advertising as pertains directly to our field and is of 
special interest to our readers. The door is closed toall other kinds. Thus do we 
intend to make THE BILLBOARD the most effective, the most potent, the most power- 
ful medium on earth for the price—fifteen cents per line. 

Last form closes Monday at noon. Address 


THE BILLBOARD PUBLISHING CO., 
416-418 Elm St., CINCINNATI. Phone Main 2079-R. 
NEW YORE: Suite 8. 1440 Broadway; Phone 2466 38th St. SAN FRANCISCO: 37 Phelan 


ing, Market St. CHICAGO: Snite 61.878. Clark St.; Phone Centi 
—— 806 INDON : Cor. Lisle St , Leicester Sq.; Phone Garrard 4194. 
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In making up your list of papers, don’t forget that 


In McKEESPORT, PA., 
THE DAILY NEWS 
Is THE BIG PAPER. 
McHEESPORT’S BEST BY EVERY TEST. 
Sworn average circulation, 1905, was 8,343 Daily. 
Average, January, 1906, over 9,000. 
It’s the Want Ad Medium in McKeesport, 


JESS E, LONG, R. J. SHANNON, 150 Nassau St., New York, 


lManager. Eastern Representative. 
Write for Advertising Rates. 
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LARGER PAID CIRCULATION THAN ANY NEWS- 
PAPER IN WEST VIRGINIA OB EASTERN OHIO. 


Wheeling is a thriving manufacturing community and the REGISTER 


is its most reliable and popular newspaper. 
The REGISTER is delivered by carrier into more homes and business 
houses daily than any other newspaper circulated in the Wheeling field. 
The REGISTER’s patrons pay forit. No REGISTERS sent free. If the ad- 
vertiser has what is wanted, the REGISTER’S clientele is able to pay for it. 


WILLIAMS & LAWRENCE, Special Advertising Representatives 
Tribune Building, New York 87 Washington St., Chicago 


THE WHEELING REGISTER "ea'weenty: 








THE POLISH WEEKLY ZGODA 


appears every Thursday and contains eight Pages, 17%4x24. It is the official organ of 
the Polish National Alliance of the U. S. of N. A., having a membership of over 
48,000, This number is constantly increasing. Every member is obliged to keep the 
paper. Besides we have over 2,000 subscribers not members of our organization. 
We therefore print and send out over 50,000 copies of ZGopaA to all parts of the 
United States. The advertising in the feona is therefore of more advantage than 
advertising in any other Polish paper, as in fact, we have more readers than all the 
other Polish papers combined. The Zcopa is a very interesting weekly publication 
and is of more benefit to advertisers than a daily paper. If you wish to advertise 
among the Polish people you should not fail to advertise in the Zcopa and you 
surely will obtain the desired results. For rates write to 


THE POLISH WEEKLY ZGODA, 102-104 W. Division St., Chicago, III. 
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WHAT MADE IT FAMOUS. 


In_ 1869 Mr. Geo. P. Rowell began the publication of Rowell’s American News- 
paper Directory, the first serious effort ever made to ascertain and make known the 
circulation of newspapers for the information of advertisers. This useful book 
became famous because of its policy of rating the circulation of papers honestly and 
without fear or favor. It cost Mr. Rowell many friends and made him many 
enemies; and it engendered many threats of libel suits, through its revelations, but 


no action against it was ever brought to trial. 
Chicago, Ill., Evening Post, February 17, 1906. 





1,550 Pages, Thirty-seventh Annual Edition, issued in June, 1905. 


Subscription price, $10. Sent carriage paid on receipt of price by 
PRINTERS’ INK PUBLISHING COMPANY, 
No. 10 Spruce Street, New York. 
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"0,K.” FROM THE PRESSROOM 


Office of Eventnc TELEGRAM, 
St. Jouns, Newfoundland, Feb. 13, 1906. 
Printers Ink Jonson, New York, N. Y.: 

Dear Str—When yours of the 8th inst. reached 
me, I caused inquiry to be made in the pressroom as 
to the quality of some inks that I had received from 
you, and the word was ‘‘O. K., the best ink we have 
had for some time,” so evidently they have no fault to 
find; shall probably be giving another order shortly. 

Yours, &c. W. J. Herver, Pub’r. 





Every printer who received a copy of my sample book has either 
sent an order or promised to send one when in need of a new supply of 
inks. The favorable comments passed on the book would fill many 
pages of this paper even if set in pearl face type. Now is the time to 
send along your applications, otherwise the supply of books may give 
out and you will miss the golden opportunity. Money back when inks 
are not found up to the expectations of the purchaser. Address, 


PRINTERS INK JONSON, 
17 Spruce Street, New York. 














Che Cextile World Record 


is the leading publication of the great textile industry and one of the 
great trade journals of the country. It has the gold marks (©®) 

It is the only publication in which an advertiser can cover the 
entire textile trade in all its branches—North, South, East and 
West. For that reason it commends itself to those wishing to reach 
all manufacturing establishments, and therefore compelled to select 
the dest in each special line. 

Of the four hundred advertisers using the TEXTILE WORLD 
RECORD, two hundred use no other textile paper. 

It compiles and publishes Annually the Official Directory of the 
Textile industries, containing complete report of all the textile estab- 
lishments in the United States and Canada, with maps. (Price $2.50.) 


LORD & NAGLE CO., Publishers, 


y 299 Devonshire St., Boston. 5 
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The axioms, maxims, 
proverbs, creeds of the 
Advertising Agent are 
not half so enlighten- 
ing as the answer to 
the question, “Does he 
make good ?” 


If we talk advertising 
to you, well start by 
giving you this answer 
in results we have pro- 
duced, 


FRANK PRESBREY CO. 


ADVERTISING 
Magazine Newspaper Pamphlet 


3 West 29th Street 
New York 
































46 





The agricultural press of 
the country is reflecting in 
marked degree the general 
prosperity of the farming 
interest. The leading farm 
and live-stock periodicals 


present every evidence 


of a patronage _hereto- 
fore unparalleled. One 
Chicago weekly issued a 
Holiday number in Decem- 
ber that cost over $10,000 
for paper, press-work, en- 
This 


and other evidences of enter- 


gravings and postage. 


prise and progress reveal the 
high level of power to which 
the better class of farm 
newspapers are attaining. 
This isasit shouldbe. Agri- 
culture is our basic industry. 
The Middle West is the 
richest farming country in 
the world. Its wealth is 
only summed up in totals 
that fairly stagger human 


comprehension. 

The 
those who live in this fat 
land of corn and blue grass 
ought therefore to indicate 
something of the vast extent 
and resources of their con- 


favorite papers of 
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stituents. That they are 
doing so is manifest to any 
one who will examine the 
files of the most representa- 
tive journals of this class. 
Typographically and editori- 
ally they are worthy of the 
important element in our 
population to which they 
cater. The real, live, bona- 
fide farm paper that is clean 
and is conducted on correct 
business principles, with a 
list 
obtained in legitimate com- 


genuine subscription 
petition at a decent price, is 
entitled to every considera- 
tion at the hands of the 
There 
are “fakers,’ of course, in 
this as in other lines; “hashed 


general advertiser. 


” 


up 
tributions where a paid list 


sheets, and free dis- 


is supposed to exist; but the 
experienced advertiser will 
have no difficulty in “sort- 
ing the sheep from the 
goats ” in this particular. 
The big, broad-gauged, 
standard farm and stock 
papers of the Corn Belt and 
adjacent States are money 
makers for themselves and 
for their advertisers, and 
have a constituency of which 
they may well be proud, 
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The following eight leading 
Agricultural Journals have a com-— 
bined circulation to paid sub- 
scribers each issue of over five 
hundred thousand copies, repre- 
senting over two million buyers. 

They cover the richest agricul- 
tural field in the world. 





* Dakota Farmer 
Ohio Farmer 
Michigan Farmer 
Wisconsin Agriculturist 
* Hoard’s Dairyman 
* Breeders Gazette 


* Wallace’s Farmer 
* Farmer, St. Paul. 


Send for my new pamphlet, “ Selling Power For Sale.” It 
contains some definite information that is well worth having tf you 
are interested in securing country trade. 






Wallace C. Richardson, Eastern Advertising Manager, 725 
Temple Court, New York City. Telephone 5561 Cortlandt. 






* Represented in the West by GEO. W. HERBBERT, 715 First National Bank 
Building, Chicago. 
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“Forty Years an Advertising Agent,” 
by George Presbury Rowell. Issued 
from the press, Tuesday, January 16, 
1906. 8vo. Cloth and gold. 517 pages. 
Thoroughly indexed. 


+ * * 


Very few recent volumes of remi- 
niscénces, and there have been quite a 
number of such works by men of repute, 
have been better written or more inter- 
esting than this of Mr. Rowell’s. His 
forty years have been active years 
among all sorts and conditions of men 
and his experiences have been varied and 
of a character to interest a very wide 
circle of readers. He has a wonderful 
memory and a happy faculty as a racon- 
teur, and his narrative is spiced with 
much of apt illustration and anecdote 
which adds materially to its charm. He 
is never tedious or prolix, and his points 
are always well made. He inculcates 
the business gospel of industry, honesty 
and intelligence, perseverance and faith 
in oneself, and with these and good 
health he shows how nine young men 
out of ten can succeed—not always in 
the advertising business—but in any 
honorable occupation which they choose 
to follow. No young man can read 
this story and not be benefited by it, 
if he is at all open to right and proper 
influences, and if his education or oc- 
cupation has given him a newspaper 
knowledge or connection he will find a 
keen enjoyment also in many of the 
pages. What Mr. Rowell did is the 
story of what should, in a general way, 
be possible to many, if they bring to 
the work the same spirit and_intelli- 
gence, and work with the same prudence 
and perseverance. The opportunities 
of Franklin’s day, of Mr. Rowell’s 
youth, are still open to the young man 
capable of grasping them and making 
the sacrifices essential to success. 

The style is fresh, easy and attrac- 
tive, and Mr. Rowell’s study of ad- 
vertisements has made him a master of 
terse, vigorous English—or was it the 
possession of that which made him a 
successful advertising agent? Which 
was cause and which effect? Be that 
as it may, there is not a dull page in 
the whole 500, and it is a veritable 
mine of pleasant reading to the man 
conversant with the current history of 
the period which it covers.—Bridgeport, 
Conn., Daily Standard, February 15, 
1906. 


Mr. Rowell began at an early age 
at the very bottom round of the ladder 
and rose by successive steps and’ 
through his own efforts to the first 
position in the advertising world.— 
Caribou, Maine, Aroostook Republican, 
February 8, 1906. 


The author, George P. Rowell, a well- 
known pioneer advertising agent of 
New York, has succeeded in writing a 
story which is instructive and enter- 
taining, and evidences considerable lit- 
erary ability—Little Rock, Ark., Ar- 
kansas Gazette, February 11, 1906. 


“Forty Years an Advertising Agent,” 
by George Presbury Rowell, is a book 
of many-sided interest. The series of 
papers composing the volume, which 
were originally published in PRINTERS’ 


Ink, contain an adequate history of 


American advertising and its influence 
upon journalism and mercantile meth- 
ods. Mr. Rowell, a pioneer in business 
publicity, has written down in breezy, 
gossipy fashion the story of his life, 
and his reminiscences are crammed 
with piquant anecdotes and_person- 
alia. His friends and acquaintances 
include a varied and interesting assort- 
ment of personages great and small, 
and of nearly every one of them he 
has some curious bit of gossip to re- 
count. In 1869 he began the publica- 
tion of “Rowell’s American Newspaper 
Directory,” the first serious effort ever 
made to ascertain and make known the 
circulations of newspapers for the in- 
formation of advertisers. This useful 
book became famous because of its 
policy of rating the circulation of pa- 
pers honestly and without fear or favor. 
It cost Mr. Rowell many friends and 
made him many enemies, and it en- 
gendered many threats of libel suits, 
through its revelations, but no action 
against it was ever brought to trial. 
Another pet venture of Mr. Rowell’s, 
which he founded in 1888, was Print- 
ERS’ INK, the first periodical to be 
devoted to a scientific study of adver- 
tising as a business force. Of the vast 
store of anecdote and personal com- 
ment there is much that is worth quot- 
ing, as well as a great deal that one 
would like to quote, but could not 
prudently do so. Mr. Rowell’s revela- 
tions and opinions make entertaining 
reading, and his comments upon news- 
papers and periodicals, past and 
present, are a mine of interest to the 
ayman.—Chicago, Evening Post, Feb- 
ruary 17, 1906. 


No one but Mr. Rowell could write 
it because no other has his store of ex- 
perience and his happy way of telling 
the story.—Davenport, Iowa, Democrat 
and Leader, February 4, 1906. 


The field of the advertiser has had no 
more thorough explorer than the well- 
known author of this work, which reads 
like a romance of the business world.— 
Boston, Mass., Courter, February 10, 
1906. 


George P. Rowell has long been 
recognized as an authority on advertis- 
ing, whose influence in the advertising 
world has been almost unbounded.— 
Montpelier, Vt., Argus and Patriot, 
February 7, 1906. 

It’s an unique book in many ways.— 
Chester, Pa., Times, February 8, 1906. 
* * * 

Price, $2. Can be ordered of book- 
sellers or news agents, or will be sent 
by mail, postage paid, on receipt of 
price. Address with check or postal 
order: Printers’ Ink Publishing Com- 
pany, 10 Spruce street, New York City. 
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Who Planned, and Wrote, the 
“Record of Results” 
Campaign 


\ ' ’ HO supplied every 
Idea for, and Wrote 

every word of, that very 
successful “Reason Why,” 
Salesmanship-on-Paper, “Rec- 
ord of Results” Campaign ? 

Who Planned, and wrote, in 
its entirety, ‘“ The Book of Ad- 
vertising Tests?” 

It was John E. Kennedy, now 
of The Ethridge-Kennedy Co. 

Now why did one of the two 
largest, and most successful Ad- 
vertising Agencies in America 
pay Mr. Kennedy (a Freelance 
Writer at the time) a fee of 
Two Thousand Five Hundred 
Dollars to Plan, and Write, their 
own Campaign, when it would 
not have cost them more than 
one - sixth, to one - tenth that 
sum, in salary, to have it writ- 
ten by the ablest and highest 
salaried Copy-Writer then, or 
now, on their own regular 
Copy Staff ? 

Why did that most alert of 
Advertising Agencies pay, 600 
per cent to 1,000 per cent more 


for a genuine Kennedy Cam- 
paign than for the best ¢mitation 
of it, when about to spend their 
own money for Space to adver- 
tise their ow business ? 

Well why, Mr. Advertiser? 


* * * 


And, do you want a genuine 
Kennedy Campaign of Plan 
and Copy, such as that shrewd 
Advertising Agency and other 
leading Advertisers paid $2,500 
cash for, included free of charge 
in your Space-Placing at the 
usual commission ? 

If you do, write me promptly 
to bring around the Proof of 
every Fact stated in this article. 
Address 


JosepH Gray KITCHELL, 
President, 


The Ethridge-Kennedy Co., 
41 Union Square. 
( Telephone 4847 Gramercy.) 





N. B. Mr. Kennedy did NOT Plan, Su- 
pervise, nor Write the Cooper-Wells, Crofts 
& Reed, Resinol Soap, Landers, Frary & 
Clark, Hotel Chamberlin, Sherman Razor, 
nor many others of the compressed-typed, 
underscored, italicized, pseudo-reason-why ad- 
vertisements which have been credited to him, 
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ESTABLISHED IN 1830. 





THE OLDEST, LARGEST AND MOST SUCCESSFUL AGENCY FOR 
CIRCULAR ADVERTISING IN THE WORLD. 


Boyd's City Dispatch 


E. J. WILLIAMS, Manager, 
16 Beekman Street, NEW YORK CITY, N.Y. 





Boyn’s Special Lists of Manu- 
LIST DEPARTMENT: SS a 


= facturers, 

Supply Houses, Agents, Retailers, Consumers, Professional, 
Residential, Rural, Mail Order, Financial, Local and Miscel- 
laneous Names and Addresses are the best that can be compiled 
and are used regularly by over 20,000 of the Largest Concerns 
in this country and abroad. If interested, write for 





Price List of Boyd’s Representative Lists, No. 271. 
General Catalogue of Boyd’s Lists, No. 301. 
Catalogue of Foreign Lists, D. 


ADDRESSING DEPARTMENT: copay. etone. 


ay from cus- 
tomers or our lists, or from our Darecteer Library, Card 
System, etc. 


FAC-SIMILE LETTER DEPARTMENT: These 


letters 
are the most effective form of modern circularizing. 


TYPEWRITING DEPARTMENT: Addressing | by 


typewriter, filling 











in names and addresses, etc. 


MAILING DEPARTMENT: With improved ma- 


chinery for folding, en- 
closing, mailing of circulars, sample matter, etc. 


DELIVERY DEPARTMENT; £or the ge of 


samples, cata- 
logues, circulars, etc., addressed or unaddressed, in New York 
City and vicinity. 








Our System provides for a complete service DIRECT 
from ADVERTISER to CUSTOMERS or CONSU- 
MERS, available to Advertisers in any part of this country 
or Europe. 


























PRINTERS’ INK, 




















(0) IN A CLASS BY ITSELF. (00) 


T= Cincinnati Enquirer 
Acknowledged Leader of 
the Great Middle West. 


The DaiLy ENQUIRER, more than any journal of the 
present day, prints a reliable record of the world’s doings 
—haps and mishaps, intrigues, developments and gen- 
eral news. 

Its system of news-gathering is unequaled—quite as 
near perfection as money and enterprise can make it. 

Aside from the quality of its daily output of news 
matter, it excels all others in quantity, the size and num- 
ber of pages giving ample room to cater to the require- 
ments of all classes. 

The DaiL_y ENQUIRER is pre-eminently the People’s 
Newspaper; is at the breakfast table every morning of 
the choicest newspaper constituency in its field; and it 
stands SIXTH in the WORLD in the number of 
WANT advertisements carried, indicating that its col- 
umns appeal to every station of life. 

Although it is the highest-priced paper in the United 
States, the quality and quantity of its contents make it 
the cheapest. 

The Enquirer, daily and Sunday, is sold for five 
cents a copy. It is one of the few newspapers in the 
country that has maintained the price and increased its 
circulation at the same time. 


AS AN ADVERTISING MEDIUM 


“The higher the price at which a publication is sold, the more that publication 
is worth per thousand to the advertiser.’"—Printers’ Ink. 


The Enquirer is one of the very limited number of 
newspapers accorded a rating of the double ‘‘Bull’s Eye,” 
or “pure gold” mark, in the American Newspaper Di- 
rectory. 

It is entitled to the advertiser’s confidence because 
of these FACTS. 

For advertising rates address 


THE ENQUIRER COMPANY, Cincinnati, Ohio 


Or the S. C. BECKWITH SPECIAL AGENCY, 
Tribune Building, New York—Chicago. 
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Che Buffalo Sunday Courier 


THE LARGEST SUNDAY PAPER BETWEEN NEW YORK AND CHICAGO. 
SWORN AVERAGE FOR 1905: 


86,774 PER IssuE. 


BUFFALO, N. Y., Jan. 3, 1906. 

W. J. CoNNERS, being duly sworn, deposes and says that he is 
proprietor of the Buffalo Sunday Courier; that circulation of said paper, 
during year ending Dec. 31, 1905, was as follows: 

1905. . 1995. 
Jan. 7 Sept. 
Jan. 5 7 Sept. 10 

3 2 Sept. 17 


. bb 
Jan. 83,648 85,854 | Sept. 
Jan. 29 








April 23.. eee 5 
April 30 ‘ Nsesss i000 SD 
Total, 4,599 049, 
Average, 86,774. 
W. J. CONNERS. 
Subscribed and sworn to before me this 3d day of January, 1906. 
E. H. DIETZER, 
Notary Public Erie County, New York. 


Its News Features and Half-Tone Magazine 
Section are unequaled in its Territory. 





Che Daily Courier and Enquirer, 


Morning and Evening, afford the best Week Day advertis- 


ing proposition in Buffalo. 


AVERAGE DAILY CIRCULATION, 79,035. 





For copies, rates or other information, address 
HAND, KNOX & CONE CO., 
Managers Foreign Advertising, 
Temple Court, Boyce Building, 
New York. Chicago. 
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2d Year. 


Ss ~— 


GUNTERS 


An Illustrated Magazine Of 
ROMANTIC FICTION 


% - 2 . 
GUNTER’S is the single exponent of clean, Romantic fiction 
in the magazine field, It enters on its second year as a new 
and attractive proposition to the general advertiser. 


GUNTER’S editor is Archibald Clavering Gunter—the man 
who wrote “ Mr, Barnes of New York,” “Mr. Potter of Texas,” 
“Miss Nobody of Nowhere,” and other world-famous novels; 
of which more than ten million copies have been sold. 


GUNTER’S purpose is to give monthly a collection of absorb- 
ing stories — clean, refreshing, Romantic — something-doing 
stories. Mr, Gunter knows the best story tellers of the day and 
the best of their tales will come to GUNTER’S. 


GUNTER’S wit be itustrated by life artists whose pictures 


tell stories in themselves. 








GUNTER’S field is unlimited—it is for everyone who likes to 
read clean, absorbing stories attractively presented. 


I@-cIRCULATION AND ADVERTISING INFORMATION ON REQUEST, 





ADVERTISIN 


3 East 14th Street, New York 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


INK WILL RECEIVE, 


33 UNION SQUARE.N.Y. 


FREE OF CHARGE! 


CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHARIDOE. 


The article in the center of this 
Cotto Silk advertisement is a 
cotton boll, and the little objects 
circling around it are cupids or 
winged kids of some sort or other. 
There are too many of the latter 
and the arrangement of the ad- 
vertisenent is bad. It is impos- 





A new fabric. Individual designs, new color tones 
inches wide, cts. yard Send to factory for line of Td 
ples and give the name of your favorite dry goods store. 


UNIVERSAJ. MFG.CO., Woonsocket, B. I. 
No. | 

sible to read the title without ex- 

ecuting a violent wig-wag move- 

ment of the head, and it is obvious 


that in so small a space the treat- 
ment of the illustration marked 








No.2 





No. 2 is much more attractive and 
effective. 


* * * 

Those people who see only the 
leading magazines and newspapers 
may have the idea that the era of 
_ freak advertising has passed and 
that the majority of advertisers 


have learned at least the basic 
principles of rational advertising. 
A little investigation will disabuse 
the mind of the searcher for truth 
of this erroneous idea, and a few 
examples of what may be found 
in rather prominent periodicals in 
the largest American cities are 
shown herewith. Take, for ex- 
ample, the advertisement of Mr. 
Godwin, who does upholstering 
and mattress repairing in the 
heart of New York City. This is 
as remarkable a piece of patch- 
work as could be found, even in 
the old experimental days of ad- 
vertising. If the mattresses Mr. 
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Godwin repairs look anything like 
his advertising when he gets 
through with them they must be 
queer indeed and uncomfortable 
to sleep on. It would be interest- 
ing to secure an X-ray chart of 
the brain of the man who con- 
ceived this strange piece of archi- 
tecture. 
* + 

In the same publication from 
which Mr. Godwin’s ad was clip- 
ped this rfotable achievement of 
Northrop, Coburn & Dodge Com- 
pany is found. The story which 
this advertisement seems to tell is 
that the troubled looking gentle- 
man at the left telephoned to the 
ceiling experts, who immediately 
came around and tore out a sec- 
tion of ceiling much to the aston- 
ishment and discomfort of the 
people who are dining at the right 
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of the advertisement. Of course 
this advertisement may mean 
something else but no one except 
a mind reader would be certain 








ey 
WORTH, CORUNA DOBKE C. 


COCHBERY ET. Trier eee FEW TOUR 
(nee ner wr ced 














of accurately defining just what 
the right answer is. 
* o> o€ 


The very same publication is 
adorned by this Clifton Terrace 
real estate advertisement. The 
spirited and highly artistic draw- 
ing in the center of the ad de- 
picts a gentleman who has built, 
bought or stolen a roof and is on 
the dead run for Clifton Terrace 
to find a house that fits it. This 
highly ingenious idea “A_ roof 
over his head,” sounds like some 








Stop Faying Rent. Owe Your Owa Home 





SRF BURCHELL. Gener! Har OB Oredwer oe 
BROOKLYN OFFICE—UM De Kalb Ave 
GOUTH BROOKLYN OFF7ICR—a9 Pe Ave 
(umecns Ts orrxes ores evusmes. 
7 Seuek Owen 








of the syndicate advertisements 
of the late eighties, and is just a 
trifle out of place at the present 
time. This advertisement is not 
quite so bad as the other two for 
the reason that the advertiser, in 
a sane and thoughtful moment, 
introduced some facts into this ad 
which might possibly do some 
good. 
* * * 


_Just to show that all the injudi- 
cious and freak advertising is not 
confined to people who are not 
recognized as prominent advertis- 
ers, herewith is reproduced a full. 


page advertisement of Ferris 
Hams and Bacon from a copy of 
the American Grocer, In this re- 
markable piece of work the rising 
sun bears a ham in its bosom; 
Governor’s Island is a ham and 
the Goddess of Liberty holds a 








tham in her uplifted hand. As an 
imaginative effort this advertise- 
ment certainly takes the ham. The 
drawing itself, even if the hams 
were left out, would be a sad and 
depressing thing to look upon. 


ter 


A CHRISTMAS SIGN. 


Hahne & Co., a large department 
store of Newark, N. J., used before last 
Christmas the tallest cut-out board sign 
ever erected in this country. It stood 
on the top of a bluff 30 feet high and 
about 200 feet from the Penn- 
sylvania and the Delaware, Lacka- 
wanna & Western Railroads, on the 
line between Newark and New York. 
A figure of Santa Claus painted in 
bright colors was 48 feet high and stood 
on a platform 7 feet high, making the 
extreme height of the sign from the 
ground to top of figure 55 feet. The 
breadth of sign in widest part was 28 
feet. It was erected, painted, and built 
by the Newark Sign Company.—Pro- 
fitable Advertising. 


——~o>—— 


MacGazInes are printed on coated pa- 
per, and the most delicate lines show 
plainly, so avoid all such faces as 
Antique Old Style, DeVinne and Chelt- 
enham Bold. Never use black face for 
the body matter of an advertisement, 
under any  circumstances.—Judicious 
Advertising, 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ [NK are invited to send model advertisements, Mees. Neal window 
cards or circulars, and any other suggestions for bettering this departme: 





Tue SoutH Benn “TRIBUNE,” 

Tribune Printing Co., Proprietors. 

SourH Benp, Ind. 
Editor Ready Made Department: 

We take the liberty of sending you 
copy of three ads inserted by a local 
abstract and title company and would 
like to have you comment on same. 

Yours very truly, 
TarpunE PRINTING Co. 


It is strange, as one of the ads 
says, that men will invest all they 
have in a piece of property with- 
out proof of a clear title; and it is 
equally strange that more of those 
in the abstract business do not 
educate real estate buyers to the 
necessity of this service when its 
mecessity is so easily shown. 
Probably the best possible adver- 
tising for the abstract business is 
the quoting of specific cases, 
where titles involving large 
amounts are being settled by the 
courts at great expense. Cases of 
local interest would naturally be 
more effective, but, if they are 
rare, there is always something 
of this sort going on somewhere, 
and any good clipping bureau can 
furnish plenty of such ammunition 
as it appears in the papers from 
different parts of the country. 
One of the ads that came with the 
above letter is of this character, 
and all of them are good. The one 
particularly referred to, and one 
other, are here reproduced: 


PURCHASERS OF REAL ESTATE 


learn sooner or later that it is not only 
proper but very necessary to have an 
Abstract of Title. 

Two weeks ago a real estate agent 
purchased some lots in an, Addition and 
a day or two afterward was about to 
sell them at a handsome profit. The 
new purchaser demanded a Complete 
Abstract of the Title and would not 
buy until it was furnished. The owner 
was then put to the expense of getting 
an Abstract from the beginning. . And 
the sale was delayed while the Abstract 
was being prepared, 

Had he required the party from 
whom he purchased the property to 
furnish him an Abstract, he would not 
have had this expense, his sale would 
not have been delayed and what is still 
more important, it would not have been 











necessary, as it now is, to bring a suit 
to quiet the title. 

Strange, that men will invest all they 
have in this world in a home, and fail 
to require any evidence from the party’ 
— whom they purchase, to prove the 
title. 

Aside from the. advertising value’ of 
these talks each one is intended to 
bring owt some point of general in- 
terest, 

They will prove valuable to anyone 
who now owns or expects to own real 
estate, 


Cail and see us, over 11:North 
Main Street. 
ARNOLD ABSTRACT &_ TITLE 


GUARANTY COMPANY, 
Francis M. Jackson, Pres, 
South Bend, Ind. 


TO THE PURCHASER OF 
ESTATE, 





REAL 


Before you purchase- a lot or tract 
of land a number of very important 
questions should’ be answered. 

Upon the correct answers to these 
questions depends the value of your 
purchase, and the amount.of annoyance 
you may suffer in the future, 

Here are some of the questions: 

ist. Who is the present- owner? 

2d. Has he a good title?:..; 

3d. How long has the’ present owner 
held it? 

4th. Are there any unreleased mort- 
gages, judgments: or other liens standing 
against the property?. 

5th. What did; the: present owner 
pay for it? 

The Arnold ‘Avetract and Title Guar- 
anty Company will answer these ques- 
tions for you and guarantee the answers 
to be correct. With $20,000: to back 
what it says, an opinion by the Arnold 
Abstract and.-Title Guaranty--Company- 
means something. . 

When you want to know about titles, 
call and see us, over 115 North Main 
Street. 

Francis M. Jackson, President. 
South Bend, 


One fault commédn:: to" advertis- 
ing of this class, and appearing in 
the foregoing specimens, is that. 
the headlines do not at once. sug- 
gest the purpose of the ads but 
might convey the idea that real 
estate - itself. was their subject. 
There is something to. be gained 
by directness, in: such a case, and 
I should say that stch headlines . 
as, “Are You Getting a Clear 
Title” “Do You Know Who 

















Owns That Property,” “See That 
Your Title is Clear,” and others 
suggesting the same thought, 
would be more effective. 





One of the Strongest Arguments for a 
Savings Bank. From the Butte 
(Mont.) Evening News. 





Start Young 


To train a child into good 
habits. There is no_ habit 
that will add so much to the 
good character, the general 
happiness and thorough con- 
tentment of a life, as the 
good habit of saving. The 
best way to start this habit 
is by opening an account 
with us for the child. A 
child will become as interest- 
ed in watching this account 
grow as it would be with a 
toy. This interest will 
harden into habit and the 
habit into character. Open 
the account to-day, no mat- 
ter what the amount. 


YEGEN BROS. SAVINGS 
BANK, 
Butte, Mont. 

We pay 4 and 4% per 
cent on deposits of any 
amount. 

G. A. Griggs, Cashier. 


An ‘Ad “That S Says - Something. From 
the Leavenworth (Kan.) Times in 
Which It Presented a Particularly 
Clean and Pleasing Typography. 











New Spring 
Suits 


This morning in our suit 
room we show fifty of the 
newest tailored Spring Suits. 
This is to be a big suit year, 
and we will show a large 
range of styles. Probably 
thé two styles that will re- 
ceive the most attention are 
the Blouse Eton Suits and 
the Pony Jacket Suit— 
which is a semi-fitted back, 
22 or 24 inches long. These 
are both extremely stylish 
and entirely new. ‘The new 
cloths are of light and me- 
dium shades of gray, both in 
plain and mixtures, also Alice 
blue, navy and black. A 
fine range in both ladies’ and 


misses’, 
$20 to $35. 
See West Window for 
Display. 


WM. SMALL & CO., 


Dry Goods, 
Leavenworth, Kansas. 
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A Good Coal Ad. From the Detroit 
(Mich.) Journal. 








Warm Homes. 


No matter how cruel the 
frosts witheut, where Sin- 
clair Coal is burned comfort 
reigns. Every lump of Sin- 
clair Coal is a lump of heat. 
No dirt, no_ stones, no 
clinkers, few ashes. Try 
Sinclair Coal. Prove its 
comfort and economy for 
yourself." Phone your order 
to Main 4692, East 1295, 
1296, or Grand 828. 


j. T. SINCLAIR, 
Detroit, Mich. 





A Credit Ad That Seems to Lose No 
Strength for Lack of That Old and 
Seldom-True Claim of “Credit 
Cash Prices.’ From the Worcester 
(Mass.) Evening Post. 











Live in Comfort 


No matter what your posi- 
tion or income may be. 
How much lighter work 
seems to the man _ who, 
throughout the day, has 
thoughts of a happy and 
comfortable home to which 
he may go when his day’s 
work is done. A _ neatly 
furnished home is an inspir- 
ation which every man of 
toil should enjoy. And 
every man may possess and 
enjoy artistic and comfort- 
able furnishings, for Ferdi- 
nand excludes no one. We 
offer you the fullest use of 
our most helpful credit plan. 
We offer you all the credit 
you want—and we offer you 
more. We offer—we guar- 
antee—you generous treat- 
ment, conscientious service 
and the greatest help under 
any and all circumstances. 
We'll make arrangements 
that will suit your conven- 
ience—not only at the time 
you make your purchases, 
but throughout the entire 
life of the credit account and 
until the last payment is 
made. It’s this generous 
treatment and this granting 
of favors that make Ferdi- 
nand credit plan most suit- 
able for people in moderate 
circumstances—make it the 
ideal credit plan for you. 


FERDINAND FURNI- 
TURE CO. 
Worcester, Mass, 
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Harry J. Purp te, 
Service for Advertisers. 
Oweco, N. Y. 
Editor Ready Made Department: 

As you once favored me with some 
beneficial criticisms concerning my 
work I inclose some of my later 
productions for use in your “Ready 
Made” department. Thanking you in 
advance, I am, 

Yours very truly, 
H. J. Purp.e. 





I am pleased to note a very de- 
cided improvement in your work 
for druggist Beach. Perhaps the 
best thing about it is the absence 
of “adsmithing’—the straining ef- 
fort to be “clever” that marks the 
work of the budding adwriter and 
makes one forget the goods in 
wonder at the “stunts” that words 
are made to perform, [ think you 
ought to make a little more noise 
in the coffee ads about “money 
back”—work it into the headline 
occasionally, for “money back” 
pulls its best stroke in getting 
people to buy a thing they’re not 
quite sure about. I don't believe 
that advertising for drug orders 
by mail amounts to much unless 
you go further with it than you 
have in the ad below. If you're 
after orders for “patents,” you’d 
better print some prices and the 
cost for mailing or expressing, as 
the case may be. If you're after 
prescription business you must 
send everything C. O. D. which 
increases cost to the consumer, or 
open a lot of small accounts and 
lose a good part of them. And 
you want to remember that your 
Uncle Samuel has made certain 
rules and regulations regarding 
the mailing of liquids, which it 
will be well to look up. You'd 
better confine your mail-order 
business to sundries that can be 
mailed safely for a few cents, print 
prices and get the money with the 
orders. However you work it, 
you're not likely to do a mail- 
order business of any real conse- 
quence, though, if yours is a R. 
F. D. district that may help some: 


MAIL YOUR ORDER FOR DRUGS. 
Out-of-town customers need not wait 
till they come here personally. 
The same prompt, careful attention 





given mail-orders that we give those 
received over the counter. 
Try this method, 
BEACH, 
The Druggist. 
Cor. North Ave. and Main St. 
Owego, N. Y. 


THE BEST COFFEE FOR BREAK- 
FAST 





—or any other meal—is the “Symond’s 
Inn” brand. 

Sold only in one-pound sealed tin 
cans. 

Try it—if you don’t like it bring 
what there is left to us and get your 
money, 

Price 35¢. 

BEACH, 
The Druggist. 
Cor. North Ave. and Main St. 
Owego, N. Y. 


From the Elizabeth (N. J.) Evening 
Times. 








Tuxedo Dress Suits. 


A proposition of great in- 
terest to men. 

We have a reputation for 
selling the best Tuxedo 
Dress Suit obtainable for the 
money anywhere. Those men 
who have bought suits here 
have been amazed at the ex- 
cellence of the material, the 
perfection of the fit and the 
beauty of the finish. Their 
friends have also been sur- 
prised to see them togged 
out so handsomely at such 
little cost. 

We sell Tuxedo Suits that 
can hardly be matched, under 
$25 for $15, but we are go- 
ing to do better than that on 
Saturday; we are going to 
make the price for the com- 
plete suit—Tuxedo waistcoat 
and trousers, of fine black 
Thibet, the coat silk lined, 
faced with gros grain, cut in 
the most up-to-date models, 
equal in every particular to 
a custom-made garment— 
only $14. 

There may be those who 
imagine we cannot fit them, 
but we carry such a wide 
variety of sizes that we will 
be able to fit practically 
every man who comes. And 
the best of it is that we will 
make to your order, if we 
cannot fit you from stock, 
without a penny of extra 
cost. 

Can you duplicate this 
proposition anywhere on 
earth? 


HAHNE & CO., 


Broad, New and Halsey Sts., 
Newark, N. J. 
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Tue Owt Drve ‘Co., Inc., 

Wholesale and Retail Druggists. 

San Francisco, Cal. 
Editor Ready Made Department: 

Enclosed find copy of an ad we re- 
cently ran in one of the San Francisco 
dailies. 

While, undoubtedly, same is out of 
the ordinary, we believe that if you 
will give it some publicity, you will do 
the drug clerks generally a great kind- 
ness, 

Trusting that you will do all you 
can to encourage this practice, and 
thanking you in advance for your ef- 
forts, we remain, 

Yours very truly, 
Tue Ow. Druc Co., Ine., 
W. Miller, Sec. and Mgr. 





As a bit of good business and 
good advertising, this may be all 
right; but it is hardly to be ex- 
pected that there will be any par- 
ticular rush to get into a roll of 
honor ‘which is fathered by a 
competitor, especially when the 
entry might constitute an ac- 


knowledgement of leadership by 
that competitor, at least in the 
liberal treatment of employees. Its 
effect on the reader will depend 


entirely upon his point of view. 
If it looks to him like a scheme 
to make advertising capital of a 
generous act it will prove a nega- 
tive sort of an ad. And though I 
do not question jits honesty of 
purpose, that is just the way it is 
going to look to some un- 
charitable people who. are al- 
ways looking behind every 
good act for the motive, and 
who know that shorter hours are 
usually secured by the clerks them- 
selves through the circulation of 
a petition, encouraged, perhaps, by 
an intimation from one or two of 
the employers that it will have 
their support. The offer to print 
the names of other druggists who 
fall into line almost forces a 
“show down” of some __ sort. 
Therein lies the principal strength 
of this ad, as well as confirmatory 
evidence for those who will 
choose to think that the advertised 
“full, straight day off” is not as 
unselfish as it seems. Without re- 
gard to the motives granting the 
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day off for the drug clerk is a 
good business move—especially so 
in the case of the prescription 
clerk upon whose accurate work 
so much depends: 





ONE YEAR AGO 

The Owl Drug Company inaugurated 
the permanent plan of giving their 
salesmen a shorter working day and 
one full straight day off each week 
with pay for seven days. These con- 
ditions are reflected in the courteous, 
intelligent treatment given the public 
by our salesmen. We believe that every 
employer in the retail drug business 
should not ask his clerks to work more 
than six days a week, with pay for 
seven. 

We invite all other druggists who 
are liberal enough to grant their sales- 
men the same concessions to send us 
their names. At a later date we will 
publish these in the Roll of Honor. 

Address all communications to 


THE OWL DRUG CO., 
San Francisco, California. 





A Plumbing Ad from the Washington 
(D. C.) Star. 





Disease Cannot 
Thrive Where the 
Plumbing is 
Modern and in 
Perfect Condition. 


Shedd’s “Specialists” are 
masters of modern sanita- 
tion. 

Considerable ill health 
could be avoided by correct- 
ing existing defects in 
plumbing. Any doctor or 
any expert on sanitation will 
tell you that. If your bath 
room is not thoroughly mod- 
ern, or if you have any rea- 
son to suspect that any of 
the plumbing is not in per- 
fect order it'll prove a wise 7 
move to have Shedd’s “‘spe- 
cialists’’ make an_ investiga- 
tion, and do the necessary 
remodeling or repairing. 

A modern bath is a lux- 
urious comfort. It need not 
be any more expensive than 
your means permit. 

Every job of plumbing is 
thoroughly inspected by one 
of three superintendents be- 
fore being pronounced com- 
plete. 


C. S. SHEDD & 
BRO. _ 
432 Ninth St., 
Washington, D. C. 
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THE STAR GALAXY. 





THE TWO LATEST ADDITIONS. 





The publishers of the Mount 
Vernon, N. Y., Argus, and the 
Portland, Ore., Journal have 
sought and obtained the Guarantee 
Star in Rowell’s American News- 
paper Directory for 1906, now in 
its thirty-eighth annual revision. 
The certificates were issued on 
February 15 and 19, 1906, and 
photographic reproductions are 
shown on the following pages. The 
final revision of the Direc- 
tory for 1906, thirty-eighth year 
of consecutive publication, is now 
under way. Applications for the 
Guarantee Star may be forwarded 
by publishers who are interested 
in the subject—who believe they 
are eligible to the highest distinc- 
tion which the editor of Rowell’s 
Directory can bestow—and who 
dare use the Guarantee Star. 


UA 
wi 
TEED 


The extent and full mean- 
ing of the Star Guarantce 
is set forth in Rowell’s 
American Newspaper Di- 
rectory in the catalogue 
description of each publica- 
tion possessing it. No pub- 
lisher who has any doubt 
that the absolute accuracy 
of his circulation statement 
would stand out bright and 
clear, after the most search- 
ing investigation, woul 
ever for a moment con- 
sider the thought of secur- 
ing and using the Guar- 
antee Star. 


THE STAR GALAXY TO DATE, 
ILLINOIS. 


NED. cb sAueissnnevanas Daily News. 
Chicago. .ccccccseccossees Record-Herald. 
DIBCRIET ....000000000c0000 Daily Review. 
PTUR 00s n0s0ses50 050506 Star 
INDIANA 
Crawfordsville ............-++ Journal. 
MINNESOTA, 

Minneapolis ........ Journal. 
Minneapolis........ Tribune. 
Minneapolis........ Farm, Stock and Home. 
Minneapolis........ Svenska Amerikanska 

Posten. 


Bt, Pathesss .cccvcas Pioneer Press. 
PENNSYLVANIA. 
oe, aa Bulletin. 
res Press. 
EEE 400400500000e00 Farm Journal. 
DS chacekes ban Wasson Post. 
ke er ere Local News, 
NEW YORK, 
POT Tree . Evening News. 
Mount Vernon....Argus. 
Troysoceve ibbebkuaeissnne Record. 
CALIFORNIA. 
RE icccvinaneesescas Herald. 
COLORADO, 

GO oihccnatiahaoeess cocksens .. Post. 
DISTRICT OF COLUMBIA. 
i eee Evening Star. 
IOWA. 

Des Moines....... Successful Farming. 

Sioux City.......0-+ Tribune, 
MARYLAND. 
PGR cesncck cnesanccseesnat News. 
MASSACHUSETTS 
DIR 56 ssoss sence 4000s <ea0 Globe, 
DNODAOR sic cst ssesscceccuses Enterprise, 
MISSOURI. 

ORS TG oie scciccssecvevesienes Star. 
NEBRASKA. 
OSL ee Daily Star, 
Lincoln...... eeeeee,.State Journal and 

Evening News. 

NEW JERSEY. 

PR BUN ss 40s0nnarddevevenns Register. 
OHIO 

Re racuk sandncacnscce Beacon Journal. 
OREGO 

Portiand ..........:.0000 Journal, 

SOUTH CAROLINA, 

CEs sain cosunnerbarensscsca State 
TENNESSEE, 
Knoxville,......... Journal and Tribune, 
VIRGINIA, 

i rere Times-Dispatch. 
WISCONSIN, 

Milwaukee.... . Journal. 
Racines<se0e.e.. Wisconsin Agriculturist. 
CANADA. : 
PN y scudaceenaced Star, 
Se .+++Mail and Empire. 





The guaranty star attached to a 
publication in Rowell’s American 
Newspaper Directory is the most 
conspicuous distinction which the 
Directory editor gives to a paper, 
and the star constitutes, for a pub- 
lication possessing it, a continual 
advertisement of the highest dis- 
tinction, costing nothing after the 
initial payment, so long as the Di- 
rectory continues to be published. 
Conditions and terms relative to 
the guaranty star may be learned 
by addressing this office. Such 
inquiries will receive prompt at- 
tention if from a publisher of a 
paper considered eligible for ad- 


mission to the star galaxy. 
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PRINTERS’ INK, 





ROWELL’S AMERICAN NEWSPAPER DIRECTORY 











New York City,__FEB 15 1906 





[RECEIVED of the Publisher of 
One Flpdred Dollars 


for guarantee of circulation rating in Rowell’s American Newspa 





irectory. 


Tue Printers’ Ing PusiysuHinc Company, 
e 


$ I 00.00 ‘ ? Lad we Manager. 


Publisher@#f Bfwell’s America§/Neaspaper Directory. 








@GONDITIONS. 


The absolute correctness of a circulation rating In Arabic figures in Rowell’s American Newspa Directory, or to be inserted in the next issue of the book, based upon a satisfac- 
tory statement from the publisher of a Paper. of the actual issues fora full year, is guaranties by fhe Directory publishers, under a forfeiture of one hundred dollars, myable to the 
the : = rate one ceendred dollars to the eae - the Directory asa nad nade, 0g ch . ney nr Aa amen pee, % peed ‘ “a Seah di 4 
the payment ?and the Directory continues to published. The money paid ‘PB cot resurnsute to the publisher acany time or under eny circumstances. ‘ _ 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 








New York City, FEB 19 1906 





INECEIVED of the Publisher of (J), BO, bn Wie Y ( art, ALAN 


One Fbabbrod Dollars 


for guarantee of circulation rating in Rowell’s American Newspaper Y 


Tue Prip s’ Ink Py 
LZ Ys 


CONDITIONS. 


The absolute correctness of a circulation rating in Arabic figures iu Rowell’s American Newspaper Directory, or to be inserted in the next issue of the book, based upon a sattsfac- 

from the of a paper, of the actual issues fora full year, is nteed by the Directory publishers, under a forfeiture of one hundred ‘dollars, able to the 

first ares person 5 vio sncceeetaiy omnis the socuracy of ald seating. ae guarantee " me made, and Vy Sorteleuse onfered | LA he Directory, is secured by the publisher afl, paneer, by 
ent of one bun jollars e pu ers 0! rectory as a permanent deposit. perpe' 80 long as ne per es statements ip de 

sur fe felis siaed 





$100.00 
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Who,Are You Going To Believe? 
I am told that PRINTERS’ INK readers are amongst the most 
intelligent and discriminative in the land. That is why I 
have chosen PRINTERS’ INK for this experimental advertis- 
ing. I want to satisfy myself whether an honest article 
can be profitably advertised without buncombe or humbug, 
or whether I must accept the statement that ‘the day of 
honesty and simplicity in business has gone by.” I don’t 
gainsay the statement that ‘it pays to blow your horn,” 
but this much I know from experience, the only advertising 
that has paid me for 30 years is what my customers say 
about my goods of their own free will. Itis my pride that 
I have never yet sent a gallon of my whiskey into a new 
locality_but-wket it has brought me from one to twenty 
new customers in course of time. My whiskey is good; 
none better. It speaks for itself. My chief trouble is to 
get enough people to try it who order by the gallon. (I can’t 
afford to ship less than a gallon at a time and pay express.) 
I could say a whole lot about my whiskey in print and tell 
you why it is so much better than other whiskies but every 
distiller makes the same claim. Who are you going to 
believe? Ihave no advantage when it comes to proving 
things by printed talk but I can give a mana square chance 
to find out for himself without, costing him a cent. 


Here is my idea of Advertising. 


If you are a judge of whiskey and would relish something 
extra fine for home use drop me a line on your letter head 
and I will cheerfully express a gallon of my Rye (Fall 1894) 
and give you ten days to test it and compare it with any of 
the ** Advertised” goods. If at the end of ten days you 
decide that I am right and that my whiskey is the best, 
send me the price—FIVE DoOLLARS—and if not, return what 
you have left at my expense. That seems to me to be only 
fair to you and it will satisfy me. I don’t want any man to 
pay for my whiskey until he is first satisfied it is what I 
claim—the best he ever drank. All it costs him to put the 
matter to the test isa two-centstamp. I standby the result. 


JAMES HANCOCK, Sr., Distiller, 
Ludlow, Kenton Co., Kentucky. 
P S —While I cannot always pick my trade, I prefer 





to do business with men who know a little some- 
thing about whiskey and are willing to say a good word 
os a good article amongst their friends. Js ely 
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“The Item” Leads! 








Splendid Growth of the 


Philadelphia 
Evening Item 


AND 


Sunday Item. 


Largest Circulation in Philadelphia. 
59 Years of Prosperity. 


Sworn Circulation: 
1905 Sunday Average, = 233,083 
1904 Sunday Average, = 222,892 


Sunday Average Gain, ° 10, IQ I 


1905 Daily Average, © 215,837 
1904 Daily Average, - 216,106 





Daily Average Loss, - 269 


All Foreign Advertising must be addressed to 
HARRINGTON FITZGERALD, Manager. 


“The Item leads; others follow.” 
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